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PEARL and BEAD RE-STRINGING 
NEW METHOD 4 X_ SAFETY LOOP 
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cA New Safety Feature 
EXCLUSIVE IN U.S.A 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost ‘invisible. 


All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at no extra charge! 





For careful matching and flawless workmanship, p/us 
this extra safety featuse, send your re-stringing work to 


A. SAVER & COMPANY 


Manufacturing Jewelers + Special Order Work 


KON-ITE BLDG., CINCINNATI 2, OHIO 
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sPEAKING OF THE JEWELRY TRADE 


R. TENNYSON, ‘way back in 

the Victorian era, observed “‘In 
the spring a young man’s fancy 
lightly turns to thoughts of love.” 
By and large, everyone seems to have 
accepted the statement without doing 
much of anything about it. 

Dorothy Kilgallen, a syndicated 
columnist, recounts a case in point. 
It seems a sentimental swain of her 
acquaintance, anxious to please his 
lady fair, decided to send her a 
greeting card on the first day of 


SPRINGS HERE -LEMS A'MOVIN’ 








Spring. He trudged from store to 
store, hour after hour, however, and 
could find no appropriate card. Odd 
as it seems, none has ever been 
made for that highly important and 
romantic occasion. 


This brings up for Miss Kilgallen 
(and ourselves) an interesting ques- 
tion. Why not make the First Day 
of Spring a holiday, in the tradition 
of Mother’s Day, Father’s Day, etc? 
Do a promotion job on the affair, 
making it a gift occasion. Invested 
with the notion that giving the 
loved-one a remembrance is a 
“must,” the First Day of Spring 
would be a boon to jewelers every- 
where. 

Perhaps the idea could be pushed 
even a bit further. Why not make 
the First Day of Spring the occasion 
for popping the question? A pro- 
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posal, to be properly romantic, would 
have to be made in a bosky dell on 
March 21st. Followed, naturally, by 
a trip to the jewelers where a ring 
would be selected forthwith. 

Put us down as partisans of the 
movement to declare the First Day 
of Spring a national holiday, dedi- 
cated to lovers (and gifts). And let’s 
get everyone behind it. Who knows? 
It may catch on. 


© © 
JAMzs DEGNAN, Albany, N. Y., 


jeweler, considers milady’s purse 

the bane of a watchmaker’s existence. 
He had found, from experience, that 
the average lady’s watch brought in 
for repair is out of whack merely 
because powder has sifted into the 
case, perfume has turned the move- 
ment green, or hair, from a pocket 
comb, has fouled up the balance 
wheel. , 
However, wearing the watch (in- 
stead of carrying it in the purse) 
isn't the solution either, he feels. 
Because if a woman wears the time- 
piece, chances are she'll keep it on 
while in the bath tub, while lifting 
covers from steaming kettles, or 
some other foolish occasion. 

In short, Degnan takes a pessi- 
mistic view of the whole business. 
Indicating a watch on his repair 
rack which smelled lovely but looked 
horrible as a result of a leaky per- 
fume bottle in a handbag, he said: 
“Some woman will pick it up on 
Thursday and, within a week or so, 
she'll drop it into her handbag or 
the bath tub.” 
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HAT EFFECT does a firm’s 
payroll have on the community? 
The Imperial Glass Corp., of Bel- 
laire, O., was quite certain that its 
payroll affected a large number of 
people in the vicinity. But in order 
to be able to prove that it did, the 
firm decided to conduct a unique ex- 
periment. Each of its employees was 
to receive one week’s pay entirely in 
fresh, newly-minted silver dollars. 
Then, by the circulation of the “iron 
men” it would be possible to check 
the economic impetus that Imperial 
gave the community. 
Advertisements in local newspa- 





DRAT THESE 
SILVER DOLLARS —— 





pers urged tradespeople to watch for 
the silver dollars and not hoard them 
as souvenirs or possible gifts. “Keep 
them travelling,” the ads said, “‘to 
demonstrate the value of the weekly 
Imperial payroll in this community.” 

No report of the conclusions 
reached as a result of the experiment 
have been released to date, but the 
first recorded use of the silver dollars 
appears significant. A traffic man at 
the Imperial plant bought a sack of 
bananas with one of his “cart- 
wheels.” 


© © 
HENEVER Gorman’s, Kansas 
City, Kan., sell a diamond ring, 


watch or other jewelry item retailing 
for more than $50, one of their em- 
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"ON YOUR MARK-GET SET-GO! 


FOR 51 RED LETTER DAYS” 


Cencentrate On Your 
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ployees takes several photographs 
of the purchaser and the item bought. 
One print is presented to the buyer 
with the management's compliments, 
and the other is kept by the store for 
future promotional use. 


o © 
Ove NOMINATION for the 


most unfortunate man of the 
month is Mr. X, a resident of New 
Jersey. 

Seems that Mr. X purchased a 
diamond ring from a local jewelry 
firm, then failed to keep up on the 
installments. As is only to be expect- 
ed, the jewelry firm haled him into 
court asking for either (a) the ring, 
or (b) the remaining payments. 

All that Mr. X brought to court 
with him, however, was Mrs. X. And, 
when it was finally established that 
Mr. X had actually bought a ring, 
the little lady went into action. 

“Who got that diamond ring?”’ she 
demanded. “I didn’t get it. Judge, 
make my husband tell me what he 
did with that ring!”’ 

His Honor told the lady she’d have 
to get that information from her hus- 
band, herself. The inquiry which 
she sought was outside of the court’s 
jurisdiction. 


ERE is a bit of poetry, in a topical vein, dreamed up by a well-known 
jewelry wholesaler and sent to many of his accounts. Further comment, 


we think, would be superfluous. 


SEASONAL TEMPERATURES 
Do you remember how you begged and cried for merchandise? 
You called “Long Distance,” telegraphed, and even flew the skies 
For “just a gross” of this, or that, at any price at all, 
And thanked the firm for selling you—but that was in the Fall! 
You didn’t care how much you bought—you couldn’t get enough— 
And now you look upon your stock and say: “Is this the stuff 
For which I pleaded frantically and thought was just the thing?” 
How different last year’s “manna” looks—for now the season’s Spring! 
Despite the fact economists may give you other reasons, 
Your fluctuating temp’ratures are mainly due to seasons! 


© © 


PL UMBLING around, looking for 

repaired watches on the rack can 
be avoided, or at least reduced, by 
a simple method devised by Mark 
Freshman, Salt Lake City, Utah, 
jeweler. 

Mr. Freshman uses numbered 
watch tags—one on the watch to 
be repaired and one given to the 
customer as a receipt. Vertical rows 
on the repair rack are numbered 
from 1 to 0: All watches bearing a 
tag ending in 1 are placed in the 
first row, those ending in 2 in the 
second row, and so on. When the cus- 
tomer calls for his watch and gives 
the tag number the hunt narrows 
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“We're Sharpening Up Our Sales Force." 
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down to one row on the board. The 
hunt is made even easier if it is 
known whether the watch is a lady’s, 
man’s, wrist or pocket. 


> © 


EMEMBER that item in this 

section last January about the 
couple who were so fascinated by 
the Pesin Jewelry Co’s. bridal dis- 
play that they went into a clinch, 
leaned against the window, and broke 
it? There seems to be a sequel. 

Several days later a thief, suc- 
cumbing to a far less romantic im- 
pulse, smashed the Perin window and 
made off with ten watches. 

Joe Detzel, manager of Perin’s, 
saw that some good newspaper copy 
could be had from all this shattered 
glass. According, he issued two 
announcements to the press: 

1. “To the kissing boy and girl 
who innocently broke our window 
creating some favorable publicity for 
our store opening, we will present a 
diamond ring or a chest of silverware 
with our compliments.” 

2. “To anyone giving information 
leading to the arrest and conviction 
of the burglars responsible for break- 
ing our window today and stealing 
10 watches therefrom, we will give 
a reward of $300.” 


© © 


HE Cleveland, Ohio, Better 

Business Bureau has received 
a plaintive query which we won't 
attempt to answer one way or the 
other. We'll just pass it along. 

A man wrote: 

“I am the father of a 17-year-old 
daughter. He fiance broke the en- 
gagement. Now he’s pestering her 
to return the ring. What I want to 
ask the Better Business Bureau is 
—does she have to?” 
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OR a mid-year peak of business, June is certainly 
made to order for the jeweler. According to the 


J.C.-K. Marriage Survey published in the March num- 
ber, June still has the edge on the other eleven months 
for the ringing of wedding bells. Now that colleges are 
getting back to more normal schedules, June is again 
the big graduation month. 

For making hay while the sun is shining, there is 


little in the jeweler’s promotion calendar that can bea} 
well-planned wedding and graduation displays to 4) 
every available window space throughout the month 
Hence we present another double feature for the Win. 
dow of the Month designed either to be used alternately 
in the same window or as companion displays at the 


same time. 


White tissue paper wedding bells in two sizes 
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Graduation... 


Most wanted gifts by graduates are 
watches. Suggested display uses 
a tissue paper egg head wearing 
the traditional ‘mortarboard" hat 
and a rolled diploma to set theme. 


by VIRGINIA DIXON 








MATERIALS NEEDED TO ASSEMBLE GRADUATION DISPLAY 


White tissue egg 

& 

Silver and white diagonal 
stripe paper 

Tulle 

Black fabric for hat 

Black tassel 


Bristol board—I ply—for 
diploma 


Ribbon 


Austen Displays, 3! West 3lst 
St., New York, N. Y. 

Dennison or display supply 
house 

Department store 

Department store 

Department store (dress 
trimmings) 

Art supply store 


Department store 
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Keynoting jewelers’ displays for next month will be gifts for 


trimmed with clusters of artificial lilies of the valley 
(or orange blossoms) are suspended against a silver and 
white striped background for the wedding ring display. 
Rings in boxes or pads are arranged on simple step 
elevations, softly draped with bridal tulle. A length 
of one-half inch wooden dowelling wrapped with white 
satin ribbon makes a simple fixture for showing an addi- 
tional selection of rings. 

A white tissue paper egg sporting a nifty “mortar- 








MATERIALS NEEDED TO ASSEMBLE WEDDING DISPLAY 


Material Saurce 
White tissue bells Local Dennison dealer or 


Austen Displays, 31 West 3lst | 


St., New York, N. Y. 
Dennison or display supply 


Silver and white diagonal 
house 


stripe paper 
Wedding tulle Department store 
Lilies of the valley or orange Department store 
blossoms 
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Weddings ... 


White tissue paper bells trimmed 
with artificial lilies of the val- 
ley or orange blossoms key this 
showing of wedding ring sets dis- 
played on simple step elevations 
with additional sets shown on the 
dowel covered with white satin. 
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the June bride. Graduations, too, offer theme for promotion. 


board” hat sets the key for the graduation display of 
watches. Tulle is again used for a softening effect ana 
heavy white paper, rolled and tied, makes an authentic- 
looking diploma. The silver and white background is 
used for this display as well. 

Papier mache bells and egg head can be substituted 
if preferred, but the folding tissue paper mesh has a 
dainty look and also has the advantage of being quite 
inexpensive! The graduate’s hat is made of a square 
of heavy cardboard covered with black fabric with a 
long silk tassel (from the dress trimming department of 
the local department store) tacked firmly in the center. 
Eye and mouth for the head are cut from colored paper 
and pasted in place. 

Either of these displays could be expanded for larger 
windows and additional merchandise by using more 
bells and heads and hats and larger elevations. The ar- 
rangements shown, however, tend to concentrate greater 
attention on the merchandise. The decorative material, 
placed close to the merchandise, points directly to it and 

(Please turn to page 260) 
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We'll let the critics 
Ozzie an 


| ERE’S WHAT the boys along Radio Row are 
H sying about the popular “Adventures of Ozzie 
and Harriet’’—the only network radio show that sells 
silverware for you. 





From New York, N. Y.—‘“To millions of Americans, 
Ozzie and Harriet are real people. The show should 
open all the doors International Silver intends to 
knock upon.”’ 


From Waterbury, Conn. —‘“‘. . . domestic comedy at 
its best !”’ 


From Waco, Texas—‘“‘Ozzie and Harriet strike a re- 
sponsive chord in the nation’s homes, mainly be- 
cause the young couple’s trials and tribulations 
hit you where you live.”’ 


From Mason City, lowa—‘“‘Radio’s favorite Mr. and 
Mrs. team.”’ 


From New York, N. Y.—‘“‘Here isa husband and wife 


‘HHT ROGERS ROADS 








” Rig 
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(do the talking about 
| Harriet! 


From Washington, D. C.—‘‘Their merry mis-adven- 
tures now rated among the most popular comedy 
spots on Sunday radio dial.”’ 


From Pasadena, Calif.—‘“Top Sunday attraction. 
Delightful family life adventure series.”’ 


From a station manager in Paducah, Ky.—‘“‘A sur- 
vey made by station WPAD, showed 71.4% of all 
listeners in Paducah tuned to Ozzie and Harriet.” 


In other words, Ozzie and Harriet do a really fine job 
of selling silverware for you! 


One out of every three radios is tuned to Ozzie 
and Harriet when they are on the air. 


They’re on 150 stations of the Columbia Broadcast- 
ing System. Why don’t you listen to Ozzie and 
Harriet—your show—this Sunday night! 


1847 ROGERS BROS. 


FOR 100 YEARS, AMERICA’S FINEST SILVERPLATE 





shindig that is by far the most amusing on the air.”’ 


Product of The International Silver Company, Meriden, Conn. 
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Retailers Finding Industry Council 





Valuable Aid in Boosting Sales 


Jewelers from coast to coast testify to value of services 
rendered by Jewelry Industry Council. such as display. 
promotional and advertising aids, and widespread 


newspaper and magazine publicity. 


Sample sheet from Jewelry 
Industry Council's gradua- 
ation kit, includes ideas 
for window, interior dis- 
play, newspaper and radio. 


~ 
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HAT the Jewelry Industry Council, organized last 
fall to take over and enlarge upon the work of the 
old Jewelry Industry Publicity Board, has already con- 
clusively proved its value in the few months it has been 
operating, is the considered opinion of its members who 
have already felt the effects of its activities. 

One of the projects undertaken by the council, which 
was listed in the brochure of proposed activities distrib- 
uted in February, and which has received the hearty 
endorsement of retailer members, is the series of pro- 
motional kits for various merchandising events, which 
have been distributed to jewelry members. 

Each of these kits includes four detailed suggestions 
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for appropriate window displays with complete direc- 
tions for their creation and installation; four related 
ideas for displays within the store, presented in similarly 
detailed fashion; and suggestions for copy for news- 
paper advertising, direct mail material and radio an- 
nouncements. Kits that have been distributed up to the 
present time include one for Valentine's Day, one for 
Easter, one for Mother’s Day, one for Father’s Day, 
and one for the graduation season. A sample sheet from 
the latter is reproduced with this article in miniature 
size. The original measured 17 x 22 inches so that the 
details are clearly brought out. Other similar kits are 
(Please turn to page 260) 
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A typical display window at Mace's, Kansas 
City, Mo., built around the Valentine theme. 






















GOUV Salesmen Are M 


As his representatives at the point of sale, a 


ADK! 


jeweler must depend on his salespeople to build 
and maintain the good will of his business. 








ee HE salespeople in your store are the ones who 


are going to determine how much business you do 





in the competitive conditions of jewelry merchandising stores who never have a chance to meet the manager or 
just around the corner,” declares K. C. Kleinman, presi- owner; and their ability to sell determines whether or 
dent of Mace’s Jewelers, 11th and Grand, Kansas City, not the customer leaves the store with his maximum pur- 
Mo., and Kelvin’s Jewelers, 710 Minnesota, Kansas chase or nothing at all. 
City, Kansas. During wartime, jewelers everywhere had to get by 
There are a lot of other factors of importance to good with the best salespeople they could find; there wasnt 
store merchandising and the over-all success of a busi- much actual selection done in picking employees. Some 
ness, Kleinman believes, but having the right salespeople of these people turned into good salesmen but Mr. 
in the store is at the top of the list. Kleinman, like every other jeweler in the land, found 
Good salesmen are one of the best competitive new help needed as peace time returned; and as more 
weapons the jeweler can have; they are the builders of competitive conditions arise together with the return of 
good will for his store and insurance that customers more good merchandise, even more people will be added. 
will come back again and again; they are the people who Over the years a great portion of his salespeople have 
are the store in the minds of most customers of larger come to the store because of its reputation. Seldom has 
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it been necessary to go,.out and recruit salesmen. But 
not every man who asks for a job is a good jewelry 
salesman. 

Mr. Kleinman looks for experience first in every appli- 
cant, then for background and intelligence. He has a 
standard form, shown herewith, which gives complete 













Employee record form kept in the 
Kelvin and Mace stores is used 
not only in evaluating the pros- 
pective employee but also as a 
guide as to his employment rec- 
ord after being added to staff. 


by ERNEST W. FAIR 
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details of the applicant's history including new and old 
addresses, marital status, number of children, whether 
he owns his own home, rents, lives with parents or rela- 
tives, etc.; physical characteristics; dependents; position 
being sought; age; education; previous employment de- 
tails with emphasis on the work done and why the job 
was left; who his or her supervisor was, salary received, 
and references. If the applicant is hired, the back of 
the card is used for his service record and his individual 
record of absence for a year’s period. 

This card is thus used not only in evaluating the pros- 
pective employee but as a continuing guide in handling 
him after he or she has been added to the staff. 

Good employees become good salesmen if they have 
pleasant working conditions in which to operate, Mr. 
Kleinman believes. He has a standard policy of always 
trying to be as lenient as possible in handling all prob- 
lems of personnel and gives his staff two fifteen-minuté: 
periods each day for rest or “cokes and coffee” as they 
may prefer. This avoids time lost through many fre- 
quent and unauthorized trips and makes certain that 
employees are on the job at all times yet does not hold 
them to a full day’s stretch between meals without 
leniency. 

Store hours are from ten in the morning until five- 
thirty in the evening and Mr. Kleinman has found that 
music played in the store throughout the day provides 4 
(Please turn to page 262) 
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PLAN FoR. SPACE ALLOCATION FOR TRE LARGE 


QTOBRE-: 


In this, the second in a series of articles 

on store modernization, JC-K’s store planning 
eonsultant diseusses the allocation of floor 
space in three different size establishments. 


Hh NG discussed the procedure in determining the 
type and kind of store front best suited for your 
purpose last month, the next part of your store planning 
in line for discussion is the store interior. This area 
should be studied in four different parts—1: the sales 
area, 2: the office section, 3: work shop area, 4: rear 
area. 

















In planning the interior of the store, a good rule to 
follow is the old adage—‘“‘A place for everything and 
everything in its place.” This is particularly true of 
the sales area. Proper planning of the fixtures and the 
selection of the proper type will mean the difference 
between just another store—that is, the same old face 
with just some new lipstick and rouge added—or the 
real outstanding, eye-appealing, modern store, designed 
as a “Tool for Selling.’”’ Extreme care must be exercised 
in the design treatment of the sales area to avoid becom- 
ing “circusy.”’ Always bear in mind that any retail store, 
to be successfully planned and designed, must be created 
for the sole purpose of selling merchandise, not as an 
exhibit. In other words, the store must function as a 

_ selling unit. 

Separate Departments—Separate Departments—Sep- 
arate Departments—if writing these words 30 times 
instead of three would really and truly emphasize the 
importance of departmentalization of your store, we 
will do so. The planning of separate departments or 
sections for the various groups of wares carried should 
and must be the basis for the planning of the sales area 
of your store. 
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SUGGESTEO-TENTATIVE FLOOR PLAN FOR SPACE ALLOCATION FOR THE AVEGQAGE SIZE sTORE 


The style, design and size of the various units, such 
as show cases, wall cases, etc., depends largely on the 
overall plan and the amount of space allocated from the 
entire store area. In determining the size of the sales 
area, consideration must be given to the space required 


for the offices, safes or vault, credit department—if the’ 


store operates as a credit store—repair section, storage 
area, receiving and shipping, and space for air condi- 
tioning and heating equipment. After you have decided 
on the amount of space to be used for the sales area, the 
next step is the planning of the various departments or 
sections for the different lines of merchandise carried. 
Arrange space for diamonds, stone rings, watches, 
jewelry, fountain pens in one section of the sales area, 
preferably at the front part of the store. In large stores, 
separate departments can be developed for any one or 
group of the aforementioned items. 

The fixtures for the jewelry section should be de- 
signed to create impulse selling of the merchandise dis- 
played. Avoid monotony in design and color. Drawers 
are essential in the stocking of “ready” merchandise. 
Therefore plan for sufficient drawers to meet your re- 

(Please turn to page 263) 
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SUQGESTED-TENTATIVE FLOOR PLAN FEOR 
SPACE ALLOCATION FOO THE SMALL STORE 
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Mother's Day display is one whose inter- 
est lies in its local appeal. Here four 
photos of prominent mothers are dis- 
played in flower-decorated background. 
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Editor's Note: The author, Miss Leisgang, is a 
young woman who has built a promising career for 
herself in the display field. For the past ten years, 
she has been associated with one of the country’s 
largest and most progressive stores, the John Shillito 


The promotion of fashion news gives the ae ; : 
* : Company, in Cincinnati, Ohio, where she now holds 


store a wide-awake reputation with fash- 


ion minded women. Swatches of spring a position of display executive. She has had extensive 
— are _ to cover woo display experience in retail merchandising, window design 
ee ee re a ee and styling and is the author of numerous articles on 


of jewelry to complement fabric is set. : — 
Ree , display technique as well as a frequent lecturer to 


aspiring display careerists. 





ee ON’T You Come In?” is the standing invi- 
tation which you extend to the consumer 
public through your window displays. As your sales 
growth is in direct ratio to customer acceptance of this 
invitation, let’s ask, “How inviting are your windows?” 

Successful displays that reach out and grasp the at- 
tention of passing traffic are always different looking 
displays. A woman depends on a distinctively-different 
hat to attract new eyes and outshine her rivals. The 
jeweler must count on different looking windows to gain 
attention and dominate his competitors. To increase his 
own record in window pulling power every jeweler . 
should be a showman who dramatizes his store as a pro- 
ducer does his play. 

If the public is used to seeing a complete sampling 
of your stock in the window, surprise them by showing | 
only a few related items in a simple, decorative setting. 
Feature diamonds—not for the bride—but as exquisite 
gifts. A bracelet, watch, pin, clip, compact, necklace— 
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Converging lines of background focuses eyes on central | 
point of this bridal display — the bouquet. Slanting if 
foreground allows best visibility of the silver designs. il 















lreale SALES / 


all in one medium. Give a direct selling story, ‘Dia- 


This article is published here with 


monds—Gift of Love.” permission of Gruen Time in whieh it 
A different approach to window lighting is another 
attention-getter. Try color lighting with the right mer- first appeared. The author accents 
chandise. Use it for spotlighting the focal point in your | 
window or as a means of literally “painting” your back- need for different-looking displays | 
ground and side walls a new color. i 
And here’s another idea. The use of oversize or min- which demand notice from passersby. 


(Please turn to page 267) 


by HELEN M. LEISGANG | 
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Watches are natural promotion 
for graduations. Here, small 
“mortar boards" serve as dis- 
play stands for the watches. 
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Skilled Workers 


EW people realize, or at the most, consider the 
amount of work that goes into the manufacture 
of so simple an object of jewelry ds a ring. From the 
time when the molten metal is poured into the strip 
molds until the finished ring, plain or exquisitely carved, 
unset or set, rests in its velvet-lined box, the ring goes 
through a series of processes in which hand-work plays 
no small part. 
For its third in a series of “picture trips,” JEWELERs’ 


|. Into the melter's hands at J. R. Wood & Sons’ plant come hundreds 
of thousands of dollars’ worth of gold ingots each year. Of 24-karat 
gold, they are converted into 14-karat gold bars by mixing with alloy 
metals—silver and copper for yellow gold; more silver for green gold; 
copper for pink gold. Here mixer pours molten gold into bar forms. 


2. After cooling, bar forms are removed from the molds and are put 
through press and rolled down to thickness required. 


3. Bars are placed in oven with temperature of 1400 degrees in order 

to soften them so they can be rolled once more and to “purify” them 

of all foreign materials. This process is called annealing and operation 
also acts to "contract" gold. 


Cooled again after being annealed, the bars are fed to a machine 
that punches out circular gold blanks for the rings. 


The rings now begin to take form as they are subjected to a squeez- 
ing operation in press with a 25-ton impact pressure. 


The rings are next "spun up" to required finger size. The scale indi- 
cates to the operator when proper size is reached. 


Ring is trimmed by hand so as to remove excess gold particles and 
to create a perfect smoothness in this operation. 





Turn Out Rings 


é 


CircuLaR-KeysToneE takes its readers through the fac- 
tory of J. R. Wood & Sons, Inc., 216 East 45th Street, 
New York. One of the oldest manufacturers of rings in 
the country, J. R. Wood specializes in the design and 
manufacturing of wedding and engagement rings. 

The following pictures, arranged in numerical order, 
graphically portray the many intricate steps that are 
followed, from mixing the alloy to the final polishing 
of the finished ring. . 


8. Chasing operation gives idea of what firm means by trade-mark 

"Art-Carved Rings. Part of embroidering process, the carving is ac- 

complished by "topping" with a small hammer and chisel. Allied with 

this operation is another called engraving in which a "scupper" is used 
to add final design touches. 


9. Trademarking’ is an all-important operation which is wearer's guar- 
antee of perfection. In addition to the trademark, the "quality" or 
karat content is stamped on inside of ring. 


10. Here the ring is subjected to a delicate scale which assures buyer 
that it is of the proper and guaranteed weight. 


11. Finished ring, whether of wedding or engagement variety, goes to 
polishing wheel for its ultimate beauty treatment. 


12. For the engagement ring a design is drawn and wax model is pre- 
pared, the designer bearing in mind the cut and individual qualities 
of the stone to be used, to best set it off. 


13. Part of J. R. Wood factory where stones are set in rings. 


14. Final operation before the ring is boxed is the washing with live 
steam under high pressure to clean it of any dirt. 














Whieh Gets the Best Results 


=Salary or Commission? 


he war is over. 
Merchanise scarcities have, to a great extent, dis- 
appeared. 

And many a retail jeweler, seeking to improve his 
business from within as well as from without, is looking 
around wondering what improvements can be made in 
his store’s operation. 

To many a jeweler, examining the inner workings of 
his business, the matter of employee compensation looms 
as a large and perplexing problem. During the past few 
months an increasing number of jewelers have written 
to THe JEweLers’ CircuLar-KeysTone, asking for ad- 
vice. “We would like to change from our present basis,” 
the letters say in effect, “but we have no comparative 
information on other plans. Could you tell us what other 
jewelers are doing?” 

JC-K had no information offhand, but the problem 
seemed of such vital interest to all jewelry retailers that 
it was decided to conduct a survey in order to determine 
just what practices were in effect. Accordingly, a care- 


by THOMAS V. DUGGAN 


fully-prepared questionnaire was sent to a selected list 
of over 2000 well-rated jewelers. | 

The response was, to say the least, startling. Nearly 
a quarter of the jewelers who had been sent question- 
naires replied almost immediately, proof that the matter 
vitally interested the recipients. (Usually, surveys which 
obtain more than a 10 per cent return are considered 
to be doing well.) In addition, many of the returns bore 
mere information than JC-K had requested, either in 
the form of marginal notes or letters attached to the 
questionnaire. In a surprising number of cases jewelers 
took the trouble to indicate that they thought the survey 
an excellent idea and requested release of the results as 
soon as possible. 

In order to take maximum advantage of the informa- 
tion provided by over 600 individual retail jewelers in 


OF ALL JEWELERS ANSWERING THE SURVEY 
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65% Pay Straight Salary 


32% Pay Salary and Bonus 


3% Pay Other Ways 
ae 


OF THOSE WHO CHANGED SYSTEMS 








59% Pay Salary and Bonus 
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33% Pay Straight Salary 
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8°% Pay Other Ways 
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First in a series of three articles presenting the results of 
JC-K’s survey among retail jewelers to determine the most 


successful and efficient method of compensating salespeople. 


every state in the union, it has been decided to publish 
the results in three parts. 

The first installment will be concerned, primarily, 
with the general results of the survey—statistical state- 
ments of compensation methods, comparative figures, 
why certain methods were chosen, etc. 

The second part will be devoted to jewelers’ solutions 
to problems brought up by the compensation methods 
used, why the change was made from one basis to an- 
other, etc. 

The concluding article will be concerned with em- 


OF JEWELERS WHO CHANGED METHODS OF PAYMENT 


6% 2% 
Doubtful Dissatisfied 


92% Are Satisfied 


ployee compensation plans which have been found 
highly successful by outstanding retail jewelry firms. 
All phases of these plans will be carefully outlined in 
detail. a 


HOW ARE MOST EMPLOYEES PAID? 


The leading question in JC-K’s survey on employee 
compensation was, of course, directed at the method of 
payment now in effect. Jewelers were asked: “Do sales- 
people in your store work on the basis of (a) straight 
salary, (b) salary and bonus, or (c) straight com- 
mission?” 

Nearly two-thirds of those answering (65 per cent) 
stated that they paid straight salary. 

Almost one-third (32 per cent) replied that they paid 
a salary and a bonus.* 

Only 1.8 per cent stated that they paid a salary and 
commission (a possibility not given in the questionnaire ), 
and 1 per cent stated that they paid straight com- 
mission. 

Thus, on the surface, it would appear that straight 
salary was the most effective method of paying em- 
ployees, merely because the majority of jewelers fa- 


vored it. However, as will be seen below, most of these 


jewelers had never used any other method of payment 





* No careful distinction was made by the jewelers between a bonus on 
sales and a Christmas or year-erd bonus. Also, it was not indicated in 
many cases whether year-end bonuses were based upon annual salary, a 
percentage of gross sales, etc. 
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and, therefore, could hardly be able to judge effectiye- 
ness comparatively. Also, as will be seen below, of the 
number that did change methods of payment, the ma- 
jority switched to the salary and bonus set-up. 


HOW MANY CHANGED METHODS? 


Of the 600-odd jewelers replying to the JC-K ques- 
tionnaire, more than a quarter (27.1 per cent) indicated 
that they had previously used a different method of 
paying employees, but had changed. 

Among those reporting a change, 92 per cent were 
satisfied, 5.5 per cent were doubtful that the switch had 
been of value, and 2.4 per cent were emphatically dis- 
satisfied. 

Significantly, among those who had changed, well 
over one-half (59.3 per cent) are now paying a salary 
and bonus, and about one-third (32.5 per cent) are pay- 
ing straight salary. This reverses, almost completely, 
the proportions indicated in the over-all survey. Of the 
remainder, 5.5 per cent stated that they are now paying 
salary and commission, and 1.2 per cent are paying 
straight commission. 

It is interesting, at this point, to consider what 


DO COMMISSIONS CAUSE FRICTION? 


59°% of those re- 
plying say com- 
missions do not 
cause squabbles. 





40% of those 
answering say 


"Yes They Do.” 





changes in compensation methods were made. Of those 
who changed and were satisfied: 


52 per cent changed from straight salary to salary and bonus; 

11 per cent changed from commission to straight salary; : 

10.3 per cent changed from salary and commission to straight 
salary; 

8.3 per cent changed from salary and bonus to straight salary; 

7.6 per cent changed from salary and commission to salary an 
bonus; 

5.5 per cent changed from commission to salary and bonus; 

4.1 per cent changed from salary to salary and commission, an 

0.1 per cent changed to commtsion, 


Thus, it is evident that the swing was to a method of 
payment which would give the employee a promise of 
(Please turn to page 272) 
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The following random quotations from actual 
local ads run by Ronson dealers are typical of the 
many indications of the tremendous day in day out 


ts TURN-OVER that means business 


demand for Ronson lighters. growth ...and that’s why dealers everywhere 
“OUR LAST SHIPMENT SOLD OUT ALMOST OVER- marvel at the insatiable public demand that so 
NIGHT ... PROOF THAT THIS SMART LIGHTER . ° . 
uickly clears their shelves of RONSON lighters. 
IS THE NATION’S FAVORITE” 4 y ONSO 5 : 
eenmmtanin cates The reason, of course, is apparent .. . RECOG- 
“HURRY IN WHILE OUR STOCK LASTS” NIZED PRODUCT SUPERIORITY and ALL- 
Dealer newspaper ad 
OUT ADVERTISING. Yes, we know that this 
“THEY'RE AVAILABLE IF YOU ACT QUICKLY” ie ‘ 
Dealer Binoche tremendous RONSON advertising campaign 
RONSONS AVAILABLE “THE KIND ADVERTISED could sell far more RONSONS for you than can 
ON RONSON’S ‘20 QUESTIONS het dagger yall now be supplied. Current sales are not its pri- 
which cleaned out Po yg i . 
evening. mary purpose. It is an investment for you and for 


us that will pay off in greater and greater profit 
volume as our improved methods of manufacture 


and our large added plant increase RONSON 


output. It is your assurance of continuing, healthy 


C) NJ S () NX business growth through continuing, rapid 


TURN-OVER. 
WORLD’S GREATEST LIGHTER 
PRESS, IT’S LIT! 






: RELEASE, IT’S OUT! 


FUN ON THE AIR 
Tune in on Ronson’s ‘20 Questions’, Sat. 
nights (Sun nights, Pacific Coast), Mutual , 
Network. For time and station, see your The famous, patented Ronson safety action. 


local. newspaper 









Ronson Art Metal Works, Inc., Newark 2, N. J. - toma Waid: ties 
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by ELLEN COLLIER 


& Lowenstein's camera depart- 
ment occupies 46 feet on main floor. 


ameras are Profitable 





Seven years ago, Perel & Lowenstein, Memphis, Tenn.. opened 
their camera department with a $150 inventory. Today, the 


department stands fifth in dollar volume in their store. 
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HEN Guy Coburn, manager of the camera: de- 
partment of Perel & Lowenstein’s Memphis, 
Tenn., store, attended the annual convention of the Mas- 
ter Photo Dealers and Finishers Association in Cleve- 
land, recently, he was pleasantly surprised to learn that 
his department was one of the six complete camera de- 
partments located in jewelry stores in the entire country. 

The department, which was installed in 1940, has 
always been a traffic puller for the jewelry firm. When 
Phillip Perel was a student in Baltimore his interest in 
photography took him to the outstanding camera centers 
of the city and to his surprise he found that the most 
popular ones were in jewelry stores—and that the most 
thriving one of all was in a pawn shop! Seeing the suc- 
cess of the Baltimore jewelers with camera departments, 
Mr. Perel decided to try selling cameras at Perel & 
Lowenstein. 

In June, 1940, Perel & Lowenstein opened their new 
“camera department” with one small display case and 
an inventory of $150 in cameras alone—no film or acces- 
sories. By February, 1942, their camera department 
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occupied 75 feet of wall and counter space, had three 
trained employees, and an inventory of $8500 which 
they were turning four times a year or more. They. were 
selling cameras, movie equipment, film and finishing to 
their jewelry customers and to many more who came 
into the store only because of the camera department. 
A considerable increase in sales of gifts, jewelry, 
watches and small appliances was noted that were di- 
rectly traceable to camera department customers. 
“When we added cameras to our stock in June, 1940, 
there were dozens of competitors in Memphis,” says Mr. 
Perel. “I wrote 50 letters over a period of six months 
to manufacturers and wholesalers, asking for a salesman 
to call, advice, and samples of their product. We se- 
lected one brand of cameras, and intending to retail no 
film or accessories, put them on display in part of the 
watch case. Our first mistake was being too easily at- 
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tracted by the high markup possible with off-brand, 
cheap cameras of the promotion type. To let the public 
know we were now selling cameras, and to bring in trade, 
we led off with a newspaper promotion offering a small 
snapshot camera and three rolls of film for a nominal 
price. At the same time we ran a contest offering $100 
in prizes for the best photos taken in three months’ time 
with one of the small cameras on the special. We sold 
1000 cameras through this promotion, and had 150 con- 
test entries. That encouraged us to reorder on the same 
camera, and to spend more for advertising. Conse- 
quently we followed up the contest by-an offer of $2 for 
the original camera traded in upon any camera more 
than $10 in price, and put in a $200 stock of folding 
cameras for the purpose. The followup was a direct 
mail letter to the original customers, thanking them for 
buying. That offer started us to selling better cameras 
and only national brands—since the first promotion 
proved that high-profit off-brand cameras, while paying 
us more, were causing the customer to associate Perel & 
Lowenstein with cheap cameras, thereby cutting off all 
repeat business opportunities. We stopped cold on cheap 
camera merchandising, and changed our aim from high 
profits and small sales to mass volume with an average 
35 per cent markup. Even with that comparatively small 


GUY COBURN, manager of the de- 
partment, handles all buying and 
merchandising of photo equipment. 


PHILLIP PEREL, whose interest in 
photography while a student led to 
establishment of the department. 





profit, the camera department is now fifth in dollar 
volume in our store.” 

Finding that national brands were necessary, the store 
attempted to get direct franchises with national manu- 
facturers. This was difficult to do, since most photo- 
graphic manufacturers were chary of jewelry store ac- 
counts; wanting camera dealers, not sideline operators. 
Consequently many of them turned the store down. 

(Please turn to page 274) 
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Repair, remodel. 
ing and custom 
work has grown 
steadily since 
the clever dis. 
play units were 
put into effect. 


Repair Counter Displays 


Build Service Volume for Store 


qp* the theory that much potential jewelry repair 
and remodeling business is lost simply because 
customers are not aware that the store offers such ser- 
vice, Peacock’s, outstanding State Street jewelry store, 
Chicago, Ill., has put what was formerly “‘waste space” 
along the top of the jewelry repair counter “to work’’—- 
with a series of sixteen horizontal display windows 
which individually tell the customer something about the 
store’s repair services. 

H. F. Noelle, head of the Peacock repair department, 
has conducted extensive research into sales of jewelry 
remodeling, repairs, custom design work, etc., and sev- 
eral years ago came to the conclusion that the market 
could be made much larger if customers had some defi- 
nite knowledge of what the store could do for them. He 
realized that literally thousands of customers own old 
diamond pieces, gold jewelry, unset stones, etc., whicod 
could be profitably remodeled into modern jewelry once 
the idea was presented to the customer. 

Therefore, Mr. Noelle has used the 20 foot length of 
the repair counter top to “tell a selling story.” The 
counter top, raised 5 feet above the floor and within a 
few inches of the customer’s eyes, has been converted 
from a simple wooden rail to the sixteen 8x15 inch dis- 
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play units which have become one of the most valuable 
selling assets of the repair department. “They not only 
give the customer something to look at while waiting for 
repair sales tickets to be made out,” Mr. Noelle said, 
“but they serve to answer a lot of questions which cus- 
tomers have in mind, clear up misunderstandings of 
various phases of repair work, etc. Almost every cus- 
tomer who looks at one such display wants to examine 
the other fifteen before leaving.” 

The display units, as pictured, run in sequence from 
left to right down the entire length of the repair counter. 
The glass top of each lifts up easily, to allow new dis- 


Peacocek’s,. Chieago, Ill.. uses top 
of repair counter for a series of 
displays to show customers what can 


be done for their outmoded jewelry. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











The sizer oheve far vamovated quality stoned ware averaged fram 


we 


FOR May, 1947 


e Onequvartes Corot SPIO to 2225 


One-hatt Carat $275 a SSR Se . 


Qre Cort $465 ta $T2BSS 








? 








Twe Comets free $2000 





great many stores in July, 1948. Add BUM for Federal Tox, 


Four times as many women readers ... that’s how one recent diamond adver- 
tisement scored over the average advertisements in a national magazine. This year, 
with 112,032,208 messages like the one shown here, this dramatic, exciting, new adver- 
tising in four colors is appearing in leading publications. Glorifying the engagement 
ring tradition, citing the diamond as the symbol of love and marriage, it prompts desire 
for the diamonds you sell. And it stresses the importance of seeking the advice of a 
trusted jeweler. De Beers Consolidated Mines, Ltd., and Associated Companies. 


SEE THIS ADVERTISING IN: LIFE *« THE SATURDAY EVENING POST + COLLIER’S + LOOK 
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plays to be slipped underneath, for easy visibility a few 
inches away from the customer's face. One by one, they 
educate customers to many jewelry considerations which 
otherwise might never be brought up. 

Subjects are varied. The first unit, on the left, con- 
tains a complete display of medallions, which the Pea- 
cock store makes up for honorary presentations, com- 
memorating civic events, business successes, etc. Many 
wealthy businessmen, visiting the repair counter, have 
been moved to order medallions for rewarding veteran 
employees, as a result of examining this display. 


BIRTHSTONES FEATURED 


In the second unit, Peacock’s answers one of the 
oldest questions asked of jewelers: “What is my birth- 
stone?’ A black velvet panel shows actual precious 
stones for each month in the year, with prices for typical 
mounting of each. For example, garnet is shown for 
January, with an $8 “average price’; Amethyst for 
February, $25.80; Bloodstone for March, $10; Aqua- 
marine at a lower price, etc. An uncut diamond is shown 
for April, Emerald for May, Pearls for June, Peridot 
for August, and so on. Most customers are fascinated 
by this display of actual stones, and hasten to determine 
which applies to their own birthday. The suggestion 
possibilities are obvious, and many birthstone rings, both 
for the buyer’s own use or for gifts, have been sold from 
a casual glance into the display which ripened at onc: 
into serious interest. 

In the third unit are ornamental belt buckles, which 
the store provides with fraternity or organizational sym- 
bols, monogram initials, etc., in a variety of karat gold, 
sterling, platinum, and other metals. 


The sixteen small display 
units running the length 
of the repair counter have 
proved to be an excellent 
medium for suggestive sell- 
ing at Peacock's, Chicago. 


by ROBERT LATIMER 


One of the most important of the small displays is ; 
“before and after’ unit aimed at building up ring- 
remodeling sales. An old-fashioned plain heavy gold 
wedding ring is shown on one side, and on the other side 
it is cut down to a neatly-carved model. Some twenty 
samples follow this display procedure, indicating how 
old gold or silver rings may be remodeled into smart, 
modern types at various prices. Almost every customer 
who brings in an old ring for remodeling is first referred 
to this display. 

The fifth unit, patterned closely after the fourth, is 
devoted to mountings for old stones. Thirty samples of 
rings, earrings, brooch, pin, clip and other mountings are 
included, with typical prices for each. The store strives 
to show in this unit at least one example of every type 
of mounting popular today. 

Number six in the long row shows ornate personal 


identification monograms, for money clips, belt buckles, 


pocket chains, etc. In gold and platinum, these appeal 
to successful executives and are also suggested to the 
wives of such men as gifts. 

The “cameo question,’ which is always a puzzle te 
most jewelry store customers, is completely answered in 
the seventh display. On a black sheet, lettered with 


Gg 
€ 


white ink, are shown the three major sources of .cameos . 


for rings and brooches, in all sizes and types. Included 
are coral cameos in bas-relief and indiced styles, shell 
cameos including an immense variety, and thirty samples 


of stone cameos sold by the store. Scores of people who 


have never given a thought to what goes into the making 
of a beautiful cameo become excited over this display, 


according to Mr. Noelle. Interested prospects are re- a 


(Please turn to page 277) 
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_Like a Diamond in the sky.” = 


From the tiniest satellite to the most magnificent luminary... the 
diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or tor 
exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 


HARRY WINSTON. 
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by J. MARTIN YOUNG 





TL 


The Pittsburgh Sun 
Telegraph used some 
of Hardy & Hayes ad- 
vertising in a _ promo- 
tional mailing piece to 
prove its pulling power. 





| To 





Newspapers Can Sell 
Quality Goods. Too 


Featuring high-priced jewelry in ads 


for prestige purposes, Hardy & Hayes 


found that customers came in to buy. 


ARLY last December a man walked-into Hardy & 
Hayes jewelry store on Wood Street, Pittsburgh, 
and took four neatly folded newspaper ads from his 
pocket. He laid them on the counter and asked to see the 
bracelets advertised in them. 
The clerk quickly brought three bracelets from the 
show case and put them before him. They were priced 
$1,500, $2,000 and $2,500. The man picked the two 


_ papers. The idea was to advertise low priced items, 
thousand dollar one, waited for it to be put in an attrac- 


then try to sell higher quality goods once the customer 
was in the store. 


But some time ago Paul Hardy figured that if people 
will stop and look at high priced rings, bracelets and 


necklaces in the show window, and then enter the store 
tive box and wrapped as a present, paid for it in cash, 
and walked out with his purchase. 


In less than ter minutes the bracelet was sold and 
paid for. And, like many others sold by Hardy & Hayes 
in the thousand dollar bracket, the sale was really closed 
through a newspaper ad before the man ever entered the 
store ! 


Jewelers for years have had the idea that only low 


and buy them, why won't they also shop from news- 
paper ads. 


After all, he reasoned, the ad is only the store’s win- 
dow put into print and sent into the homes of customers 


and prospects. If the newspaper goes into the right 
homes, and if the merchandise is correctly displayed in 


priced jewelry such as costume items and other cheaper 


the ad, and if the price and quality are right, there is no 
merchandise can successfully be advertised in news- 


logical reason why quality merchandise cannot be sold 
before the customer enters the store! é 
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So he began to advertise some of the highest priced | 
(Please turn to page 278) ; 
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Watch the ‘Circle of Light’’ story ripple ouiward in ever 
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tittle of Light’ diamonds are available in sizes from 5 points up. 
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THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROS., INC. 


62 WEST 47th STREET, NEW YORK CITY,N.Y. 
Melee Plant: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West 5th Street 
Diamond Tool Research Co. 304 East 45th Street. N. Y. C. 
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AGS Chicago Meeting 


First in Five Years 





Discussions center upon new diamond 
grading nomenclature with need for 
new standards based upon colorimeter. 


HE terms “semi precious” and “blue white” should 
be deleted from the vocabulary of the jewelry trade, 
in the opinion of members of the American Gem Society 





as reflected by the discussions during the business ses- Lezere Kaplon, cleaver of the Jonkers dis. 
sions of the Society’s 12th annual conclave held in Chi- mond, demonstrates delicate process with his 
cago on March 30, 31 and April 1. son George at the Chicago AGS meeting. 


While the views of the meeting do not constitute the 
tinal decision on these questions, which will be submitted 
ty mail to the entire membership for final action, the 
feeling in favor of the abolition of the terms quoted was 
so overwhelming that there seems little if any doubt 
that the general vote of the membership will concur. 

On the other hand, the members in attendance voted 
that it would not be advisable to undertake at the pres- 
ent time the establishment of an entire new diamond 
grading nomenclature, as it was felt that the question 
should first be given further study and investigation. 

For some time, there has been considerable sentiment 
among members that present methods of diamond grad- 
ing nomenclature, particularly with respect to color, are 
not sufficiently precise and accurate, and that a new set 


of standards based upon the AGS’ colorimeter should be 
developed. This feeling still continues, but it is also the 
opinion that extremely careful consideration must be 
given to every angle of the subject before embarking on 
so important a new departure. 
Other questions brought up for discussion involved 
(Please turn to page 289) 
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Members welcomed opportunity to renew studies 
with aid of complete array of gem instruments. 
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a Star Sapphire, 


America’s choice of precious colored 





stones, is always the preferred gift. 
Wearable at all times of the day and 
evening, the intriguing beauty and 


easy informality of a Star Sapphire 





ring invariably attracts both men and 


women. The designs illustrated are 





selected from our distinguished 
collection that includes many of the 
outstanding specimens available in 


the world today. Prices at wholesale 





are from three hundred to fifteen 


thousand dollars. 


Harold tbohen Sane. 





BRITISH BUILDING, ROCKEFELLER PLAZA, 620 FIFTH AVENUE, NEW YORK, N. Y. 
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First prize went to 
Joseph Pacholski for 
a bracelet and clip 
and the two highly 
original ring designs 
shown at the left. 








Design Graduates 
Display Work 





Design for a pin in 


Second prize winner was 
silver by A. Molnar. 


this pin by R. M. Reiter. 


HE annual exhibition of the work of students of 

C. A. Jakobb’s classes in jewelry designing was 
held on April 10, at the Mechanics Institute, 20 West 
44th Street, New York. 

As in years past, the judges had a difficult job in 
selecting the six prize winners from the many beautiful 
designs submitted by the students. After much delibera- 
tion their choice was finally narrowed down to Joseph 
Pacholski as winner of first prize for his design of a 
bracelet and clip set as well as a series of men’s rings, 
two of which are shown here. 










226 








A. Grothusen's third. 
prize winning design 
was for a gold brace. 
let with diamonds 
rubies and sapphires. 



























Second honor for jewelry design went to A. 
Bravin for this necklace featuring rubies 
and diamonds set in platinum or palladium. 


This striking design for a lady's wrist watch 
in gold and platinum was made by Fred Clauss. 


Second prize went to R. M. Reiter for his diamond 
and ruby sunburst clip, while A. Grothusen was awarded 
third prize for his ensemble design consisting of clip, 
earrings, ring and bracelet, the latter shown above. 

First honors went to F. H. R. Smith; second honors 
to A. Bravin, and third honors to G. Guillet. 

Graduation exercises were held on Monday evening, 
April 14, at the Engineering Societies Building, 29 West 
39th Street. Honor guest and speaker for the evening 
ceremonies was Judge Harold C. Kessinger, governor 
of “Rotary International,” a member of the New Jersey 
State Committee on Youth and Government, and mem- 
ber of the State Committee on Education in Interna 
tional Affairs. 
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JACOBSON BROTHERS 


DIAMOND CORP. 


Established 1888 














Cutters «a Importers 


LOOSE DIAMONDS ONLY 





NO CONNECTION 
WITH ANY OTHER FIRM 


QS 





551 FIFTH AVENUE 
NEW YORK 17, N. Y. 











U. &. Stone Imports in [946 


Data on 1946 imports of diamonds, 
precious and semi-precious, synthetic and 





DIAMOND IMPORTS—1946 
INDUSTRIAL 


— : CUT, ROUGH Bort C 
imitation stones, and all types of pearls, have NOT SET OR UNCUT Bowed Diamond ti 
been released by the U. S. Department of ane | am ited ee 


of Origin Dollar Dollar 
Commerce, Bureau of the Census. aie Value proaves eos Dollar 








Argentina........... 


The original report, No. FT-110-B, aciieatin 
135,882 


“United States General Imports of Mer- Belgian Congo einen 5 64 48,834 
ae ne — razi ,228, 2,766,768 
chandise,” listing commodities by country of 752 84,802 175,033 
— : : British East Africa... 636,129 
origin, presents emerald and turquoise im- British Malaya 177,379 20,169 





' ; ae: 8,475 
ports separate from the precious and semi- 3| 7,513,287 


precious stone categories because they enter 

this country under special trade agreements. French East Africa. . | 
. ‘ , French Guiana 

However, in the table appearing on this 

page, they have been included under the 

overall classifications in the interest of 


brevity. i 62,566 
Netherlands. 7,731,601 

, : : ‘ . i ther Br. W. Africa. . 
Likewise, industrial diamonds are listed Other Port. Africa. . . 
: ier oe Palestine...........]/ 122,232 22,007,244 
in somewhat more detail in the original re- Portugal............ 671 146,431 
, , 18 
port than in the accompanying table. Bort, Switzerland.........] | 7,776 | 1,470,574 
40 9,411 
Carbonodo and Ballas and diamond dust United Kingdom 23,504 (5,261,414 $ |, 301113 | | 151,489 
: . nion of So. Africa. . ' ,820, 061,400 || 2,754,420 

were listed separately in FT-110-B, but have 7.) SER 4,796 

been consolidated under the heading of 


. $. S. - ,002,000 
Venezuela 252 44,287 383,821 
“Industrial” in this presentation. 


4,767 
1,186,641 


























Total.............] 604,346 | $118,014,634 | 1,046,007 | $48,694,504 || 4,703,421 | $14,430,432 














~ STONE IMPORTS—1946 
(Excluding Diamonds) 


IMITATION SEMI- 
PRECIOUS SEMI-PRECIOUS | AND PRECIOUS 
Oo STONES SYNTHETIC 


STONE 
(Including Emeralds) | (Including Turquoise)} (Including Opaque) STONES MARCASITES 
The accompanying stone a ms PRECIOUS AND 
SEMI-PRECIOUS 


import tables have Cut, Cut, Not tai 
been consolidated from Country Rough | Unset {| Rough | Unset Cut Cut Real | tion 

Report FT-I10-B of the of Origin 
United States Depart- Dollar Dollar | Dollar Dollar Dollar | Dollar 
ment of Commerce. Value Value Value Value 




















Argentina........ 50 553 36,794 
131,600 41,228 


Brazil 
British Malaya. . . 
Burma 

66,090. 
1,076,262 





PEARL IMPORTS—1946 paella 
Natural | Cultured | ee 45,388 
Pearls Pearls Imitation etgihaboipek as 

and Parts! and Parts Pearls 





Country 
of Origin Dollar Dollar 





Hong Kong...... 
ae 


Philippine Is... . . 
Portugal......... 
Spain 


Switzerland 120,675 
Thail 


21,824 
Un. So. Africa.... 
United Kingdom. . 
Sis ae 17,239 
Uruguay......... 
Other Br. Poss.. . 
Other Sp. Africa. . 


$1,764,941 $111,706 WR eis a $590,123 |$3,434,978 || $319,174 |$5,879,988 $8,461,976 | 5,561,413 |$1,870,871 | $351,449 | $31,174 
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Ceiling Set-Backs 
Give Added Space 





Cireumstanees deereed that the new Cramers, 
Utiea, N. Y.. should have an elevated rear 


sales space, and ingenious use of set-hacks 


230 


Facade of the new Cramers store 
is entirely of metal except for 
glass in display windows and the 
door. Background is white metal. 


Cramers opening advertisement wos 
dignified, yet compelled attention, 














os a dream store 


SO 2 TBI 2 
se ison eB designed just for you 
88 Karat Carrey choosed Yak Kew store ne Re pee ahe 4 Yes com ronity 
$ < . [0008 > teak of soge codon a soleectog Ow “EERO BOO 
| Turkistan Diamond Saneced eingn, Yo soars fo enone 
; the Vkrery x rhe o seep ed & 
Valued af $200,000 oneness precip aiiong Soerospey Shon ofthos 
a w wr nny 


pase + ae gene « wis JEWELERS 





OEY = Sone oo See : 
SS REA CASE aU rRTR 






the formal opening of the ) 
{= i. 
CRA ~ 5 . 


- 


(jeweent 
IN A 7, LOCATION * 












42>. 7OL Shep Do Ha QE feta dove bor or pou? ke oo gest 
Mev yt wenger Soot Moa ~} re 
> 229. go 





Cramers 


Steecker $i, jart of the hosty corner 








kept the store front from being too high. 
N advertising campaign started three weeks ahead 10 feet square, was then decided on for the entrance. 
of opening day, plus the lure of free roses to vis- Display windows were placed on either side of this 
itors, brought over 5000 persons to the new Cramers, lobby, and the store entrance was planned entirely of 
Utica, N. Y., retail jewelers. glass, thus allowing a maximum view of the interior. 
Forced to vacate premises which his firm had occu- 
pied since its origin in 1940, Harry Cramer managed CEILING FEATURES "SET-BACKS" 
to secure a long term lease on a site diagonally across Inside, one of the most noticeable features of the 
Bleecker Street. Then planning started for a store new Cramer store is the ceiling “‘set-backs.” Every few 
which would incorporate a number of unusual ideas feet the ceiling rises in reverse-step fashion. This was 
which Mr. Cramer had in mind. planned in order to permit maximum head-room in the 
For one thing, the new store more than doubled the elevated rear section of the store, without having an 
available floor space for the Cramer firm—coriginally unduly high ceiling in front. 
600 square feet had been available but the new location, The 55 feet of wall cases in the store are lighted, gen- 
being 100 feet deeper, provided 1,500. erally, by cold cathode units. Similar units are installed 
An all metal front, featuring white metal rather than in the ceiling set-backs. Recessed incandescent lamps 
the customary glass above the display windows, was have been used in the ceiling, for more effective display 
designed for the new store. A lobby of blue terrazzo, of merchandise on the counters. 
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Interior view of Cramers new store, 
looking toward the rear. Note the 
set-backs in ceiling which allow 
greater head room in elevated rear 
salesroom without requiring exces- 
sively high ceiling in front of store. 


by GEORGE GREENE 


A pale blue color scheme is evident throughout the 
interior of the store, and floor areas are completely car- 
peted. Other features of the new store include a pri- 
vate diamond show room and, in the elevated rear sec- 
tion, display space for larger appliances and accessories. 

The advertising campaign, announcing the opening of 
the new Cramer store, began with a series of “teaser” 
ads in local newspapers. The insertion was in the form 
of a cartoon of a loaded Cramer truck captioned “We 
are moving.” The driver warned “Watch for our formal 
opening” while beneath, two lines of type stated: ““We 
are still doing business, however, at our present location.” 

In addition, spot announcements were made daily 
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over WIBX, Utica CBS afhiliate, advising the public to 


watch for the opening of the new Cramer store. 


FREE NEWSPAPER SPACE 


A considerable amount of free publicity was accorded 
the Cramer opening with publication, as news, of pho- 
tographs of workmen moving the jewelers’ safe diag- 
onally across the street from the old location to the new 
one. Also, papers published pictures of one of the firm’s 
lady employees examining a $250,000 display of dia- 
monds which was being shown in conjunction with the 

(Please turn to page 278) 


Looking toward the front of the 
Cramer store it is possible to 
see, even more clearly, the wis- 
dom of the set-backs in the ceil- 
ing. Without them, front of the 
store would be unreasonably high. 
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mporters of GENUINE ZIRCONS, 
the only stone house specializing exclusively in GENUINE 
ZIRCONS. We have available for immediate delivery any 
quantity of beautiful blues and whites in all sizes. Qualities for 
every grade of jewelry from Sterling to Platinum. Original 
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The platinum metals are usually associated 
with expensive jewelry such as these which 
employ lace-work of palladium to hold gems. 


Below, top: Palladium leaf is used 
on escutcheons and chandeliers in 
Iridium Room of St. Regis Hotel in 
New York. Leaf has also been used 
for ladies’ gloves, vanities, ete. 


Below, middle: Platinum laboratory 
ware has long been recognized for 
its outstanding performance in ex- 
acting analytical work of chemistry. 


Bottom: In electrical work, relays 
employ palladium contacts (circled) 
to insure good contacts with a low 
contact pressure. The strength of 
platinum- palladium-gold dental al- 
loys enables the use of a minimum 
amount of metal for most comfort, 


Precious Platinum 


Used to Save Money 


The six precious platinum metals are 
not used exelusively in the jewelry 
industry; although they are costly, their 
special qualities make them extremely 
desirable in other fields. 





ROVED in science and industry and recognized 

as six different metals of the same family, plati- 
num, palladium, rhodium, ruthenium, iridium and 
osmium are valued today more for their ability to save 
money while performing difficult and versatile tasks than 
for adornment use. 

The world’s production of all the platinum metals 
combined is only a few per cent of that of gold. The 
leading source of platinum metals is the Sudbury district 
in Ontario where the metals are recovered from the 
nickel-copper ores mined near Sudbury. Important 
quantities also are produced in Russia, South Africa, 
Colombia and Alaska. 

Until recent years, most people have thought of the 
platinum metals as glamorous, precious metals useful 
only for jewelry and decorative purposes. Platinum was 

(Please turn to page 279) 
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DIAMONDS and DIAMOND JEWELRY 











ALL DIAMONDS CUT IN OUR MODERN FACTORY 


Diamond Kings 
Lamond Bracelets 


tamond Carvings 


tamond Watch Udtac 





H.&J. BLITS 


iamond cutters 





64 west 48th street, n. y. 19 








Established in New York City Since 1914 
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Little Known Gemstones 


Continuing the discussion of 
this second most common known 
mineral, cairngorm and rose 


quartz are discussed here. 


XPERIMENTS during the treatment of quartz 
radio “crystals” have shown that portions of crys- 

tals turn dark in color upon exposure to x-rays. A simi- 
lar effect has been advanced as a possible explanation 
for the naturally smoky crystals of quartz that are 
found in many places, especially the Alpine ones. It 
has been noted there? that the smoky quartz on some 
matrices is darker than on others and that there is a 


1Niggli, Koenigsberger and Parker, Die Mineralien der Schweizer 
Alpen Basle, 1940, vol. II, p. 319. 
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ot 


by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 


American Museum of Natural History 


Smoky quartz or cairngorm, left: 
below, rose quartz which shows a 
six-rayed star effect. identical in 
nature to that in star sapphires. 
Specimens here are from American 
Museum of Natural History, N. Y. 





very definite relationship between the elevation at which 
the crystal is found and the color. Rock crystal col- 
lected above 6000 feet shows a light coloration of the 
outer one-quarter inch, while above 8000 feet there is a 
comparatively dark color in the crystals. It may be due 
to initially included radioactive material; the authors at- 
tribute some bleaching to higher temperatures and sug- 
gest that in the warmth of museums dark stones may 
lighten somewhat. 

Whatever the origin of the darkening, heating definite- 

(Please turn to page 281) 
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We offer highly attractive merchandise of 
traditional quality . . . to retail at prices that 
present outstanding consumer values... 


- In 14 Karat Gold and in Platinum 
every retail level from $25 to $5000 


ERDLIK INC. 


in Stones 


> . . 





Meera, 
“Uy 
Wty, 
WWM 
“yp 
*, Wty, : Wy — 
f VW tpy, — 
2 =n “Wtipyy, 
Ulin, 
MMbiliyypy, ‘ 


“dd typy, 
“diy 
“ij 
Wdltttirrry,, 














Lay That Hammer Down. Babe! 


Or perhaps you don’t use a hammer to wreck jewelry. But 


according to the writer, although as individuals you are 


simply fascinating, as a group you’re a jewelers’ headache. 


ve E gods, lady—don’t do that!” 

We do not say it, of course, while pulling out 
our vanishing crop of hair, but we’re thinking it. Some- 
thing like that goes through our minds when we are 
waiting on the trade, particularly women, as we watch 
them maul our merchandise while we gather ulcers. 

Picking thus on the fair sex, I know full well, is 
sticking my neck out. However, if I aim to tell the truth, 
the whole truth, and nothing but the truth, I must say 
that they are the worst offenders, judging from my 
experience covering many years. 

So, if his article gets by the fair secretary to my boss, 
the Editor (if he will sit out on a limb with me), and, 
later, the lady proofreaders, there may be a chance that 
it will appear in our worthy journal, THe JEWwELERs’ 
CircuLar-KeysTone. 

On the other hand, I will receive at least one round of 
applause from the lady clerks and stock girls. 

Why will a nice, genteel-appearing woman pause, let 
us say in a department store, pick up an article of ready- 
to-wear, feel of it while looking closely and suddenly, as 
if seized by an evil spirit, vigorously throw it back at the 
counter display? 

Why will women, in a jewelry store, pick up a nice 
mirror-finished piece of silver and instantly rub it with 
their bare fingers, or worse yet, with their gloved hands, 
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by PAUL P. WENTZ 


grinding it with dust, scratching it, or at least badly 
fingermarking the article? 

Why will members of the fair sex insist on pulling 
(the word is used advisedly) jewelry from nicely carded 
displays, in order to see it more clearly? Or many times 
bend the card double, holding it at arm’s length to try to 
get the ultimate effect, making it necessary to recard in 
either case? : 

Why will she pick up a grotesque, or odd novelty 
ring, all polished up nicely, and say, “Gracious, what an 
ugly thing!” She is entitled to her opinion, of course, 
but what causes her to force it on her finger, twist ii 
around, still further malign it, finally pushing it in the 
tray with a parting pat, as if to make sure that she had 
fingermarked it completely? Why? 

Why will she wear her emerald, pearl, aquamarine, 
or turquoise ring about the house while doing her work, 
including the dishpan routine, subjecting these porous 
and delicate stones to the worst possible treatment? 

Why will she play golf while wearing her 21% or 3 
ligne wrist watch, when the poor little thing has enough 
trouble running if she sits still with folded hands? 

Oh, lady, why will you liberally apply cold cream to 

(Please turn to page 283) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N.Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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We have a large stock of Precious 
Stones — mounted and unmounted from 


which to make your selection. Let us. 





cooperate with you on your special calls. 
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The Leopold Brothers believe in 
advertising low prices. Then, 
when the customer is in the store 
a more costly item can be shown. 


Typical advertisement for baby goods 
features not-too-expensive merchandise, 
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O make sales, you've got to get people into 
the store. So concentrate your advertising on 
items in the popular price range—that’s what brings 
people into the store in big numbers. Once they’re in, 
there’s always the possibility of interesting them in the 
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Another advertisement stresses the 
fact that Leopold's offers variety 
in both merchandise and services. 


by DAVID MORRIS 
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Mr. Leopold dresses the shop's win- 
dows himself, tries to achieve an 
a, effect which will invite customers. 
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The Blind Beggar 
was Certainly Sore 


Down the street came a competitor with a tin 
cup in his hand and a sign on his chest. 
“Blind and Deaf.” 


When the rival reached him, he hissed, ‘‘Cut- 
throat! !” 


But the answer was prompt. “Competition is 
so hot; I gotta be blind and deaf.” 


You may be blind and deaf to the faults in 
the present system of diamond selling—but 
you can’t fail to see your signature on the 
checks that go out for heavy interest charges, 
insurance costs and other penalties attached 
to a heavy diamond inventory. Nor can you 
fail to hear the arguments when you are 
forced to sell undesirable lots. Check up your 
costs and figure out whether you’re kidding 
yourself or not. 


There’s only one answer. 


If you were starting in business today—you’d 
never think of tying up your capital, your 
time and your sales efforts to a heavy diamond 





inventory. 


You would buy your diamond rings under 
the Schless-Harwood System in straight sizes 
at rock-bottom prices. You would buy only 
what you need. You would know your exact 
costs, keep your capital liquid, sell at a profit 
and let the other fellow do the worrying. 





Why not make the change now? 


Sehless Himypod 0. 
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Located only a half a block off 
Tucson's main shopping thor. 
oughfare, the Time Shop re. 
sembles a suburban operation, 


by AMOS TAUB 





Space-Pressed Jeweler Puts 


Every Square Foot to Double-Duty 


STORE in which customers literally fall over one 
another every time the door is opened naturally 
presents a good many problems to the management. 
When, added to this, the lack of selling space is such 
that only two display cases may be presented to shop- 
pers’ eyes at any one time, the headaches seem almost 
too much to put up with. 

Yet, faced with the above difficulties—plus a few 
others—The Time Shop in downtown Tucson, Arizona, 
has not only been thriving in spite of all handicaps, but 
has even worked out a pattern of merchandising tech- 
niques which might well be studied by other jewelers 
facing similar troubles. 

Seth Rogers, owner and active manager of The Time 
Shop, has met his seemingly overwhelming problems 
with a two-way pincer attack. Mr. Rogers’ double mer- 
chandising approach consists of: 

1. A carefully defined “atmosphere” in the store 
which subtly conveys an impression of hominess, careful 
workmanship and honest worth rather than decorative 
frills. 

2. An extreme policy of specialization—with the em- 
phasis heavily on watch and clock repairs. 





‘ 
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Lack of sufficient selling space was the 
number one headache for Time Shop, 
Tucson, Ariz., but ingenuous doubling- 
up solved many of jeweler’s problems. 


This merchandising approach to the difficulties of 
crowded quarters was evolved only after much expeti- 
mentation and speculation. In the past three years— 
with no additional floor space within reach—The Time 
Shop remodeled its interior five times in an attempt t 
obtain more sales space and better display. Despite all 
this effort, however, it has been possible to provide less 
than 30 square feet of floor space on the customers’ side 
of the counters. 

The consequent subway-rush effect, though, is not 
without some compensation, because the result of having 
a store in which at times there is actually not enough 
room for all the customers trying to get in, is to give 
other people a psychological desire to get in too. Simply, 
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magazines. 
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it is only another manifestation of two fundamental 
human drives: First, to get on the “bandwagon”... go 
where everyone else goes; second, to strive for whatever 
is scarce and unobtainable—or nearly so. 

The vise-like constriction of insufficient floor space 
applies not only to customer areas, but to all other 
departments of the store. Consequently, display space 
has to be severely rationed. Still, by combining func- 
tions, Mr. Rogers manages to show shoppers a varied 
stock of items including several lines of watches, cos- 
tume jewelry, gift selections, fountain pens, bracelets 
and rings, etc. Walls and partitions are lined to the 
ceiling with shelves on which a multitude of items is 
both stocked and displayed at once. Watches and clocks 
brought into the store for repairs—especially branded 
lines carried for sale by The Time Shop—are hung in 
easy sight of shoppers. 





Small repair department in 
rear of shop can't handle all 
the work so some is done in 
outside locations. Two watch- 
makers work in full view of cus- 
tomers to reinforce store's 
reputation as repair specialists. 








The repair department, too, is severely compressed 
Two of the four repair specialists on the staff are noy 
forced to do their work off the premises of the store. 
The other two are wedged into narrow cubicles at the 
rear of the shop. However, no matter how cramped the 
quarters, Mr. Rogers will never move his entire repaiy 
department outside, because he feels the presence 95 
working experts in the store imparts confidence to cys- 
tomers and helps build up the repair business stj}] 
further. 

The repair end of The Time Shop’s operations js 
exceedingly important. As a matter of fact, Mr. Rogers, 
himself an expert at clock mechanisms, got into the 
jewelry business via the repair route. In less than 3 
years, the store made over 10,000 repairs, and, Mr. 
Rogers figures, almost that many satisfied customers, 
(Please turn to page 3800) 


Customer's view of constructed 
selling space. The Time Shop 
depends on a fast turnover in 
order to prevent customers 
from tripping over one an- 
other. Ever-present clocks subt- 
ly promote store's specialty. 
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OST jewelry store sales are produced by se- 
quence of thought, logically aligned. Like gears 
in a transmission. First, low gear, then intermediate, 
then high. 

Ideas—and sales—are the development of several 
steps in a series of thought, finally leading to action. 

Sometimes people may come to you already sold and 
with their minds made up. In such cases all you have 
to do is to serve them properly and leave a favorable 
impression so they will come back again. 

Actually, on certain small sales, and on necessity 
items, there is seldom time nor need for using all of 
the different steps in selling. 

But those are the “easy sales’—they are not often the 
ones that carry the juicy profits . .. they are never 
the ones that make the big difference between success 
and failure in the jewelry business. 

On most sales of consequence, on items that run into 
sizable prices or goods that are not strictly necessities, 
it is seldom advisable to skip many of the natural sell- 
ing steps. 

The “reason why” is illustrated by William Saroyan’s 
story of the man in the old country who had a cello 
with one string, kept his finger in one place and drew 
the bow back and forth for hours, driving his poor wife 
nearly crazy. 

At last she could stand it no longer and said: 

“Forgive me; I have noticed that when others play, 
they have four strings and move their fingers around.” 

The husband got sore and said: “Don’t tell me about 
them ignorant people. They’re looking for the place. 
I’ve got it.” 

Whenever, in any sale, you're sure you've “got the 
place,” go ahead and saw on it. Use it as long as it 
produces customers and not complaints. 

But remember, on jewelry lines, people have different 
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No. 3=Carry Conviction 





by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


likes and dislikes, different needs and desires .. . so it 
is safer to play on different strings and produce dif- 
ferent tunes to suit each individual as he or she comes 
along. 

A man recently came to my office and said he wanted 
me to get out some advertising material for him. Ap- 
parently he was “sold” and I proceeded on that basis. 

I was careful not to inject any “‘iffey” thoughts int» 
the conversation, but I was equally careful to assume 
that he was not entirely convinced. I didn’t allow an 
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. .. ‘kept his finger in one place and 
drew the bow back and forth for hours." 


opportunity for a flat “yes” or “no” on anything I was 
showing him .. . until I had a little time to go through 
my whole routine and carry conviction. 

So, as we went along in discussing the job, I used 
some “for instances” to tell the prospect of other similar 
work I had handled, of increased returns I had secured 
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-FOR YEARS THE GREATEST 
NAME IN CULTURED PEARLS 
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PLAN ADAPTED TO YOUR NEEDS 





Keyed to our national advertising campaign we have a mer- 
chandising theme to help YOU sell cultured pearl jewelry. 
Your store in your city can take advantage of this most revolu- 
tionary sales idea if you act at once. Backed by the largest 
stock of cultured pearls in America you, too, can realize ex- 
cellent profits while selling prestige merchandise to satisfied 
customers. 


The details are simple . . . your investment need not be large. Write us 
at once for the full particulars of a plan we feel cannot be offered by any other importer of 


cultured pearls in the United States. 


We have a representative in your territory—he will be glad to tell you 


how you can profit by promoting IMPERIAL CULTURED PEARLS. 
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for other advertisers, or various success stories that I 
had helped produce for others. 

When I was ready to close, so was the prospect! He 
had been sold step by step! 








WHEN TO BE EARNEST 


You can use the same technique in jewelry selling. Do 
you know when the average sale has reached the ‘‘con- 
viction” stage? Well, it is easy to tell. 

It is when you feel like pounding the table, delivering 
an oration, or entering into a debate. 

That means the “factual” part of your story—the 
framework of facts and figures around which you can 
build all the emotional impulses. 




































































Sale has reached “conviction” stage 
when you feel like pounding the table. 


If you are selling good merchandise and have a good 
set of facts to back it up, you can make sales without 
real difficulty if you can carry conviction. 

Think of the various sermons you’ve heard—and 
which preachers and which messages interested you 
most. I’ll bet I can tell you! 

It was those that carried the most “fire.” Maybe they 
started out mild like, probably taking the usual first 
steps toward attention and interest, but they didn’t stop 
there. 

Not by a long shot! (For sermons have to “sell,” too, 
in much the same manner as an effective sales talk.) 

They went on into a forceful exposition of the sub- 
ject, they built up such a strong case that you had to 
say, “yes, yes, that’s right.” 

A word of caution here, however: “Don’t be argumen- 
tative. You might win the argument and lose the sale!”’ 

The best jewelry salesmen never “cross” the path of 
a prospect—they go with him. They say “yes—but...” 
and try a different tack. 

Try to get the prospect to come over to where you 
stand and take a look. The picture may appear quite 
different from a different angle! 

It is all right to show some forcefulness at this stage 
of the sale. You can gesture and point and use action 
and showmanship, as well as your most enthusiastic 
language. But don’t let it get the best of you. 
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Take it easy; keep sweet. State the facts, and try 
to hit every point right on the nose. But mix in a gmijje 
now and then; don’t lose the friendly touch. 

Above all, avoid religion, politics and other controver- 
sial topics. 


KNOWLEDGE IS POWER 


You are taking the step towards conviction when yoy 
have told your prospect what your merchandise will do 
for him, and his mind begins to wonder if everything 
is really as you say. 

Perhaps you have stated, “This new and improved 
wrist watch band will save you enough time, labor and 
exasperation in getting it on and off to pay for itself jp 
a couple of months—so you really get it for nothing,” 
The prospect mentally figures, “I'd buy one if I thought 
I was getting it for nothing—but I’m not.” 

Or you may say: “These new electric alarm clocks 
will add to your peace of mind and promptness so that 
it is actually cheaper for you to own one than not to 
do so.” The prospect is probably thinking to himself, 
“I don’t believe a word of that, but I’d certainly like 
to buy one if it were true.” 

Therefore, after you have told your prospect what 
your goods will do for him, the next step is to convince 
him. 

First of all, you should know all about your subject. 
Knowledge creates confidence. 

Prove that everything will actually work out as you 
claim. You can do this by demonstrating, by submitting 
facts and figures, by showing records or testimonials, by 
exhibiting great enthusiasm and sincere conviction your- 
self. 

Conviction is not ordinarily the most important step 
in selling; often it ranks well down in the list, but that’s 
no reason to be slipshod in your presentation or inac- 
curate in your facts. 










































































Don't be argumentive. You may 
win the argument and lose the sale. 


Most of all, it is no excuse for you to make the factual 
part of your sales story dry and uninteresting. 

It pays to make dull facts seem bright, make dry 
figures interesting, by tying everything up to the pros- 
pect’s own requirements or desires. Don’t promise the 

(Please turn to page 302) 
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TREASURELAND RING COMPANY 


Division of A. C. Becken Co. 
Box 1 Chicago 90, Illinois 


FOR May, 1947 249 

















by DAN E. MAYERS 
Mining Geologist 
Parimeco Non-Metallics 
Tucson, Arizona 


This Indian has given up the 
tomahawk and now exerts his 
energies toward turning out 
turquoise jewelry, mounted in 
a silver setting. Methods 
are primitive but profitable. 





URQUOISE is a primitive stone, both in the length 

of time it has beenknown and used by man and also 
in the methods used even today in mining, sale and fab- 
rication. From the time that it is mined with hammer 
and chisel by individual gophering and prospecting, 
through its sale by barter, and its ultimate mounting 
in silver by the Indian craftsmen, turquoise is for the 
most part untouched by modern business techniques. 
During the past decade the increased production of 
standardized Indian-type jewelry by large factories has 
tended to stabilize the market for these stones but this 
has not altered the basic problems of turquoise dealing 
to any great extent. No other rough, semi-persious stone 
of similar importance has so completely defied stand- 
ardized marketing techniques. 

Turquoise is mined in the United States by individ- 
uals who, for the most part work for themselves. There 
are no large concerns engaged in its production except 
as a by-product of other operations. During the war 
there was one Arizona copper mine which had no labor 
troubles and no manpower shortage, thanks to turquoise. 
The Castle Dome Mine is an enormous open pit produc- 
ing literally tons of turquoise, both good and bad, as 
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Turquoise from the Reservation 


part of its copper ore. Miners were allowed to collect 
turquoise on their own time and sell it to the lapidary 
shops which quickly sprang up in the neighborhood. A 
very large amount of the oiled turquoise sold during 
the war came from this source along with a small quan- 
tity of fairly good untreated stones. More recently, the 
management of Castle Dome has attempted to save some 
of the turquoise it produces. 

A great deal of turquoise has been mined in the 
past by Indians, particularly in New Mexico. Indians 
here were fortunate in the reservations assigned then, 
in that on them were located some of the country’s rich- 
est turquoise mines. For many years most of the South- 
west’s Indian jewelry was set with New Mexican tur- 
quoise and the high esteem in which the stone is held 
today is due in large part to the integrity of craftsman- 
ship and design so noticeable in jewelry of that time. 
Today these mines are nearly worked out and most of 
the Indian’s turquoise is obtained from the white man 
who mines it in Nevada. 

The white man is not averse to trading turquoise to 
the Indian but the latter is anything but naive. He is 
a connoiseur of the stone and looks indulgently at the 
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paleface’s bungling efforts to outwit him, being brought 

up on an old Indian proverb which goes as follows: 
“My Son, ere thou dealest in turquoise, 
Apprentice thyself to a horse trader.” 

Of course, Indians have sometimes been fooled by 
turquoise, just as Chinese have been mistaken about 
jade—but only about as often. Fine Nevada turquoise, 
selling from $15 to $50 per pound, is always in demand 
among Indian traders, who barter it to the Indians in 
exchange for finished jewelry, blankets, baskets, etc. 
Many hundreds of pounds of fine blue turquoise finds 
its way to this market every year. Gallup, New Mex- 
ico, is one of the larger centers of Indian trading. The 
finer the quality of the stones possessed by the trader, 
the better the trade he will make. In other words, he 
may barter $35 worth of blankets for a pound of $25 
turquoise yet obtain $75 worth of blankets for a pound 
of $50 material. In general, the Indian trader will pay 
more than anyone else for the best turquoise and less 
than anyone else for mediocre stones. 

The domestic market for rough turquoise is centered 
in the manufacturing jeweler, the lapidary, the Indian 
trader, and the hobbyist-lapidary. The latter, whose 








stones seldom find their way into wholesale channels, 
is an insignificant buyer. 

During the war, the unprecedented demand for cheap, 
standardized turquoise stones on the part of manufac- 
turing jewelers was responsible for small lapidary shops 
blossoming out all over the Southwest. These lapidaries 
bought directly from the turquoise miners and a bliss- 
ful ignorance of supply and demand prevailed. Despite 
this, however, for quite a while everyone made money, 
The owner of one small cutting shop stated that he and 
his wife could clear $100 a day when they really felt 
like working. Oiling-grade turquoise cost him from $5 
to $10 per pound. He obtained approximately 500 
carats of finished stones from each pound of rough and 
sold it, after treatment, for 15 cents a carat. This 
honeymoon has since ended and good quality untreated 
stones can be obtained today for approximately half 
this former price. 

The%manufacturing jeweler who turns out Indian 
jewelry by modern machine methods must be assured 
of a constant supply of stones. He is unquestionably 
the largest single buyer and user of turquoise and is 
(Please turn to page 304) 


Turquoise mines on New Mexico’s reservations no longer supply 


the Red Man with stones for his jewelry. but the best specimens 


from Nevada are bartered in exchange for blankets and pottery. 











Even the squaws are adept 
at turning out Indian jewel- 
ry, much of which con- 
tains turquoise. In this pho- 
tograph the squow is apply- 
ing her own "“hall-mark" 
which is issued by the 
United Indian Traders As- 
sociation of Gallup, N. M. 
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The reason for the pointed popular 
preference of Kittay & Blitz merchandise is 
simple .. . it sells better, it sells faster, 


it's more profitable! 


The K & B collection has long been famous as the 
‘most diversified stock of quality stones in the 
world!’’ Amplified by recent heavy imports, 


it has all but wiped out war-caused shortages. 


Compare the consumer reaction to superior 
K & B stones. Merit the confidence of your 
customers by insisting on Kittay & Blitz 
quality-controlied stones in the 


jewelry you buy and seil! 








22 WEST 48 ST., NEW YORK 19, N.Y. 
PROVIDENCE, R. |. OFFICE —76 DORRANCE ST. 


IMPORTERS AND CUTTERS ... PRECIOUS .. . SEMI-PRECIOUS .. . SYNTHETIC AND IMITATION QUALITY STONES 


FOR May, 1947 











The Ad-Viser 


Third in a series of articles designed 


by IRVING SETTEL 


ANY advertising authorities insist that headlines 
and illustrations are the only factors readers 
will see when glancing through a publication. If this is 
so, or if just a portion of our potential customers read 
headlines only, it can readily be seen why headlines hold 
so much importance in the construction of an advertise- 
ment. Accordingly, a message (preferably one related 
to sales) should be put into the headline. Then, even if 
the reader skips the remaining portions of copy, he will 
grasp the thought and know what the store is offering. 
An effective advertising headline catches the reader’s 
eye immediately. To accomplish this purpose, it is 
necessary to make appeals to the desires and interests 
of the reader. Most people have similar desires and 
ambitions. For example, we all desire to be successful, 
to appear well dressed, to feel well, te make an impres- 
sion on the opposite sex, to acquire wealth, to get secu- 
rity. Knowing these factors, we should capitalize on it 
and apply it to our writing. 





SOME SUGGESTIONS ON WRITING HEADLINES 


One of the best procedures for writing a headline is 
to sit down with whatever knowledge you possess about 
your product and write as many thoughts as you can. 
From these, select the most favorable. Read it carefully 
and then ask yourself the following questions: 

“Does it appeal to the reader you are trying to 
reach?” 

“Does it attract attention?” 

“Does it carry a complete thought?” 

“Will it sell goods if it stands alone?” 

With these questions, you can eliminate the undesir- 
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to help the retail jeweler plan and direct 
his own advertising campaign. Headline 


writing is considered in this installment. 






































HOLZMAN'S, 29 BROAD ST. S 7 


The headline on this advertisement 
is almost certain to arouse curiosity, 


ables. Then take the headlines you consider the best of 
the lot and determine whether they fulfill the following 
“effective headline” rules: 

Headlines should be short. “Boiling it down’”’ is one 
of the most important rules in the construction of head- 
lines. Short headlines must be easy to read, easy to 
understand and easy to remember. They do not waste 
a reader’s time and therefore receive favorable atten- 
tion. Cut your headlines down to the shortest possible 
size and still make sense. If necessary, break it up into 
a sub-headline and vary the style of type or hand- 
lettering. 

Headlines should be specific. If possible, in writing a 
headline, begin to sell the reader at once by emphasizing 
what the product will do. This is especially adaptable 
to special sales, presentation of new products, openings 
of new departments, etc. There are many exceptions to 
this rule but it is a good one to remember when the cor- 
rect circumstances present themselves. 

Headlines should be in the form of a command. 
Psychologists will tell you that readers will react most 
favorably to a direct command. Don’t be offensive, of 
course. Make your instructions or commands as “soft” 
and agreeable as possible and always tie it in with the 
welfare of the reader. In the case of jewelry, you must 
appeal primarily to the investment quality or decorative 
quality which a potential customer may desire in the 
purchase of the item. 

Headlines should arouse curiosity. Here, too, is a0 
important rule of advertising copy writing. If you can 


arouse the curiosity of the reader in the headline, it is 


(Please turn to page 315) 
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Father’s Day is made to order 
for jewelry stores according 
to the director of the National 


Father’s Day Couneil. 


by ALVIN AUSTIN 


Executive Director 
National Father's Day Council 





Whi, 


This attractive poster, for use in 
window displays and advertising may 
be obtained at cost from the Council. 


Suggested 


Promotions 


For Father’s Day 


ATHER deserves the finest gift that can be given 

him—and that means jewelry. I have just finished 
a coast-to-coast trip in behalf of Father’s Day, 1947, 
and in practically every city I found that prominent 
jewelers were on the Father’s Day committee or at- 
tended the meetings and were keenly interested in 
Father’s Day promotion. 





Among the newspaper advertisements which we 
checked last Father’s Day, we found a large number 
of good-sized Father’s Day ads by jewelers. 

These are evidences that jewelers who “do some- 
thing” about Father’s Day get Father’s Day business. 

The National Father’s Day Council in its national 
publicity does not, as some suppose, lay stress on any 
one type of gift more than another. In fact, the national 
publicity which the Council conducts in newspapers, 
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radio, magazines and theatres does not refer to gifts 
at all. It is designed only to make widespread the ob- 
servance of Father’s Day as a holiday. From that point 
on, it is up to the merchant to stress that his merchan- 
dise makes the ideal gift. 

Jewelry manufacturers and retailers should, it seems 
to me, capitalize on the great publicity for Father’s Day 
by directing the pent-up desire to honor fathers toward 
jewelry as a gift item worthy of the love one has for 
father. This year’s theme in particular—“Dad, Builder 
of our Children’s Future’—emphasizes the relation- 
ship between father and child. No offspring can feel 
that an expensive gift is too big a burden for his or her 
father. It isn’t only children that buy gifts. Adults, 
be it remembered, also have fathers. Easily half of the 
population whose fathers are living are adult men and 

(Please turn to page 332) 
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Untangling Hairsprings 


There are tricks to every trade and this problem is no 


exception. Here are some methods which work successfully. 


by DR. S. H. DALE 


E ditor's Note: One of the watchmaker’s most dis- 
tressing and time-consuming problems is that of straight- 
ening out a hairspring that has become tangled, either 
while the stud is still attached to the bridge or after 
being detached when necessary to disassemble a watch 
for repair. 

The author, a practical watchmaker, has given con- 
siderable thought to this problem and has worked out 
a method which he claims works successfully with a 
minimum of time and effort. 


OST hairsprings become tangled or bent while 
the stud is attached to the bridge and, while this 
is not a true tangle, it will cause the average watch- 
maker a great deal of worry and loss of considerable 
time in straightening out. Properly handled, this can 
be easily remedied and the spring put in proper shape 
in a matter of a few seconds. 

The trouble is caused by one or more coils of the 
hairspring getting over the other coils and is totally 
unlike the tangle that can take place when the stud is 
detached from the bridge. 

If a tangle occurs with the stud still attached to the 
bridge, it is necessary to first detach it. Then the balance 
wheel is picked up with the left hand while the right 
rotates the spring so as to cause the tangle to be moved 
in toward the stud. When this has been accomplished, 
next lift the spring high enough to clear the pivot and 
move the right hand toward the right until all the coils 
are free. Next tip the side of the spring next to your 
body up and the side away from you down. At this 
point the spring should “jump” into position. If this 
does not happen, you have not gone far enough to the 
right, you have not tipped high enough, or both. Try 
again. A drop of oil sometimes helps facilitate this. 
While tipping the spring it is sometimes necessary to 
rotate it at the same time, but only when a spring does 
not respond to the first method. 

Sometimes the tangle will creep in towards the collet 
and when this occurs, it is necessary to grasp that coil 
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which is farthest in and free, and rotate spring to bring 
the tangle out towards the stud. Then proceed as before. 

Always exercise the greatest care in order to avoid 
unnecessary bending of the hairspring which will have 
to be corrected later. 

When the stud is detached from the bridge and the 
spring becomes tangled, the problem is quite different 
in that it is a true tangle with one or more coils over 
the stud. There are two methods used in correcting this. 

First detach the spring from the stud and lay it on 
a piece of white cardboard, this to facilitate seeing the 
operation. Pass a needle through that coil which is 
farthest in and free and press it firmly into the bench. 
With two pairs of hairspring tweezers, unwind the 
spring. When needle is free the spring is untangled. 

The second method requires quite a bit of skill and 
deftness. Detach the stud from the bridge and then 
pick up the balance wheel with the spring attached and 
determine exactly where you plan to work from and 
rotate the spring so that the tangle will come near the 
stud. Next pick up the balance wheel with the left 
thumb and index finger holding spring lightly between 
them. This will allow freedom of the right hand which 
is used to bring the offending coil either over or under 
the stud as is necessary. Make sure that the stud is 
always grasped firmly during this operation. 

When a spring is out of true in the round, it is caused 
by one or more of the coils coming against the others. 
This causes light and dark areas when the spring is 
viewed from above against the light background. 

In remedying this, always bend the spring coil toward 
the light or open area. By placing the dark area on 
your right, you will know in advance exactly where 
the bend is—it is always either at the top or bottom 
of the spring and to find the bent coil it is necessary 
to grasp a given coil firmly and gently push it toward 
the open space. If it clears up, you have the right coil 
at the right spot. Bend very close to where you have 
grasped the spring, the dark area will have disappeared 

(Please turn to page 834) 
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' TWO WINDOWS FOR THE COMING MONTH 
(From page 201) 


is not so elaborate as to be distracting. The striped back- 
ground also tends to direct the eye toward the merchan- 
dise. Small, concentrated groupings like this give 
greater importance, to each individual piece of mer- 
chandise than large groupings spread throughout a 
greater space. Rings and watches, no matter how beau- 
tiful and expensive, are tiny in scale and must be ar- 
ranged with particular care to avoid being lost in clutter 
and confusion. Notice also in the arrangement of the 
merchandise that boxes and pads are kept in parallet 
lines as much as possible. Too many conflicting angles 
are confusing and distracting to the eye. 

The background used for these displays was a white 
and metallic silver striped paper from Dennison. Floor 
was covered in powder blue bengaline and elevations 
were covered in a nubby rayon fabric of a soft rose tone. 
A solid metallic paper on the background would be too 
glittery and distracting, particularly with glittery metal- 
lic merchandise, but the stripe is gay and festive without 
being offensive. 

_ Any type of step elevation which you have could b« 
used for such an arrangement as this, but small table- 
like groupings of this kind are a little different and 
more interesting and still permit the showing of a goodly 
quantity of merchandise. As previously mentioned, sev- 
eral small groupings in a large window are generally 
preferable to one large selection spread indiscriminately 
through the space. 





It is frequently surprising how vague the buying 
public is about which window belongs to what store! 
The frequency with which similar merchandise is dig. 
played in similar windows along a main business thor- 
oughfare can well be confusing and explains the occa- 
sions when customers insist on seeing in Brown’s store 
merchandise that was displayed in Smith’s windows the 
previous week! Unless you boast an outstandingly dis- 
tinctive store front—such as one of the modern open 
front arrangements—you may be mistaken for someone 
else's shop. 

Name signs in every window are a help, but people 
don’t always read signs! One thing you can do, if you 
have several windows, is to keep them sufficiently uni- 
form in background so that there is no doubt where 
your store ends and your neighbor’s begins! That igs 
why the same striped paper is suggested for both back- 
grounds of the June windows which would most likely 
be used as companion displays. Different merchandise 
and even different themes can be tied to a uniform back- 
ground which will make your store stand out as a unit. 





JIC VALUABLE AID IN BOOSTING SALES 
(From page 203) 


planned for other similar merchandising seasons 
throughout the year. 

All of them are supplied, without charge, to every 
member, this service being only one of the many things 
that each member receives in return for his modest mem- 
bership fee. Jewelers who have used them are enthusias- 
tic about their effectiveness and value. Typical excerpts 
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Importers and Cutters of Precious and Semi-precious Stones 







While the demand is still beyond our capacity to 
satisfy, we shall endeavor to supply these stones 


as quickly as they can be cut in our factory. 
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from a few of the many similar letters received in the 


t few weeks say: ; 
Y adeaiion promotional portfolio fills a definite need 


—_— 39 
in our merchandising program. | , 
“The suggested radio commercials are splendid an 
+B 
we have started to use them. 
“Never has such a campaign as you have undertaken 


brought such results.” . 
“J ysed one of your Valentine Day windows and it 


was extremely successful.” 
“We have found the Valentine Day idea kit very 


helpful indeed.” 

“Your Valentine promotional themes were splendid.” 

“Our ads were taken from your portfolio and we also 
used ideas from them for our windows.” 

“The Valentine folder is one of the finest helps for 
the retailer that I have ever seen.” 

However, these promotional kits are only one of the 
many services that the Jewelry Industry Council is run- 
ning in behalf of the industry. 

Numerous feature stories and articles popularizing 
jewelry fashions, watches, silverware, and jewelry ac- 
cessories of all kinds have been spread across the coun- 
try in leading magazines and newspapers. The idea that 
gifts of jewelry are always in good taste and the most 
appreciated of gifts, is being effectively registered 
through a series of newspaper pictorial features which 
are being distrbuted by the council in mat form_are being 
used regularly by more than 800 newspapers throughout 
the country. 


SPEECHES PREPARED ON JEWELRY 


A series of speeches has been prepared for the use of 
jewelers who are called upon to deliver talks before the 
various organizations, such as women’s clubs, luncheon 
clubs and others, and these too are given ready-made 
and without cost to any member desiring them. The 
publicity which a jeweler can obtain through public 
appearance in this way may easily be worth more than 
he pays for a membership, and this speechmaking ser- 
vice renders it easy for even the jeweler who is not “a 
natural born speechmaker” to engage in this valuable 
sort of promotional work. 

Speeches have already been prepared and are now 
available on watches, rings, silver and clocks. Others 
on further subjects are being prepared and will be ready 
shortly. 

The council also plans a major advertising campaign 
in leading magazines to promote jewelers’ merchandise 
as the most desirable kind of gifts and the jeweler as 
the logical source from whom the jewelry should be 
bought. This activity, however, will entail a major ex- 
penditure and the council feels that before undertaking 
it a larger income from memberships will be necessary. 
At present, there are about 3400 firms who have joined 
the effort and are paying dues and it is felt that if the 
membership can be brought up to 5000 at the same 
average scale of dues, it will then be possible to under- 
take this major effort. 

A campaign for these additional members is now get- 
ting under way. Membership committee chairmen have 
been appointed in every state and most of them have 
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already signified their acceptance and their willingness 
to work. They are now designating local chairmen for 
the various communities in their states through whom, 
with their committees, it is planned to bring the story 
individually to every one in the industry who is not 
already a member of the council. 

If the trade will support this effort as it certainly 
should do in its own interest, the work of the council can 
be greatly speeded up and intensified and so be worth 


even more than its present great value. 





GOOD SALESMEN ARE MADE! 
(From page 205) 


soothing atmosphere for employees and customers alike. 

Store meetings are held on the average of once a 
month and at these meetings new merchandise is shown 
and described to the employees by store officials and 
department managers. If visiting salesmen of the manu- 
facturers are available they are invited to tell the sales 
story of their merchandise. The more an employee 
knows about the merchandise the store has to sell the 
better salesman he will be, Mr. Kleinman has found out 
in his 21 years of experience in the jewelry business. 
Whenever conditions develop in methods of selling or 
actions of personnel which need “straightening out, 
this is done at these meetings without reference to any 
particular individual by name. 

Department heads have the job of training the people 
who work in the store and every salesperson has been 
trained in every department of the store at one time or 
another. All salespeople are capable of intelligently 








selling any merchandise carried in the store at any time, 

Commissions are not ordinarily paid by the stores but 
they are used as incentives for extra selling when the 
store wishes to clear the stock of some slow moving item, 
The commission in this instance and the knowledge that 
the item is a slow one hard to sell have made such efforts 
a game for the employees and they generally put forth 
the effort needed to clear the stock in short order. 

O. G. Rayment, store manager at Mace’s, started as g 
stock clerk when he was 12 years old. He managed his 
first store when he was 16 years old and has worked in 
every branch of the jewelry business. The manager of 
the diamond department has had 26 years’ experience, 
the novelty department manager 10, and the manager of 
the optical department started in 1905. 

The average Mace and Kelvin salesman is 38 to 49 
years old, is a married man with a family and has been 
with the firm for ten years, is interested in sports and 
plays one as a hobby, knows his business well, and has 
a high school education or better. About a fourth of 
them are war veterans. 

Every employee takes personal pride in neatness and 
courtesy, for these are the two top qualities demanded of 
salespeople by these stores. 

Both the stores are modern and well lighted. The 
mezzanine is used for the optical department and small 
items, the store basement for watch repair and a second 
basement for radios. The main floor carries all other 
items. Many mirrors are used throughout the store and 
both have air-conditioning and indirect lighting. 
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as Open displays with nearby flowers have been found 
ut uost effective for general selling. A great deal of color 
he ‘3 used in window dressing and trimming, and store 
m islands are used only for promoting special items or for 
wit pushing slow moving stock. The store has found the 
% presence of a salesman for the sale of even the smallest 
th and least expensive item most profitable. 7 
Nationally advertised products are given top position 
in window displays, in the store and in advertising. 
8 ~~ — ~~ Heavy window display without too much use of color 
~ has been found best by Mace’s in promoting the sale of 
5 accessories. 
of Salesmen are kept in the open all of the time and 
™ never behind the counters except when waiting on a cus- 
of tomer. Salesmen actually on the floor to greet customers 
as they enter through the store doors, they have found, 
a9 allows them to meet that customer as he or she enters the 
at store and to play the role of a gracious host. | 
ud An established sales policy of the store is to demand ; 5 Ss y 
as accurate identification before accepting checks of people | : yy 
of not known to the store. Rigid ia is sania over ; Joe : Y N T H E TI ui | 
the extension of credit, and refunds are allowed only 
id within a five-day period from which the purchase was R | N G ST O N f y 
of made and the sales slip must always accompany such : 
refund requests. : A ; H al / 
i The firm a from a eight per cent of its gross | ~ ys | 
income for advertising. s are run at least once every | ° ; Sy - 
, week in local newspapers, and diamonds are always the | | | 3 B RT H S I O N E 
top feature in all of the advertising. Mace’s have found é : 
d radio advertising unsatisfactory in their experience and | Co LO R % 
use comparatively little direct mail, most of which is in 
the utilization of manufacturers’ material. 
Ki All of these things have been important in building 
this top notch jewelry institution in downtown Kansas 
City but Mr. Kleinman believes none of them could have 
been wholly successful without good salespeople, care- 
fully selected right from the start, trained properly in 
their business of selling in the store, and handled intelli- 
gently as professional people and not as mere routine 
employees. 





MODERNIZING THE JEWELRY STORE | 
(From page 207) 





'/ IMPORTERS AND CUTTERS | 
quirements, in the rear of the show cases and under the j f OF PRECIOUS AND 


display portion of the wall cases. | — 
In selecting the woods and finishes for this portion fe S EMI- Pp RECIOUS STON ES 
of the store, two different woods are in order, if prop- 2g. . 
erly aligned. The effects achieved can be very attractive | a | 
and eye appealing. However, the use of one wood is 
customary but this should be of the hardwood family. 
At the present time, with the existing scarcity of good 
quality dried lumber, the selection is very limited. Con- 
siderable thought should be given to the choice of wood 
to use. The interior of the display portions of the wall 
cases should be painted in a pastel shade and the interior 
of the display portion of the show cases can be painted 
in a pastel color or left in a light natural wood finish. _ 
Space should be allocated directly adjoining the 
jewelry department for the silverware section. Silver- 
ware sales will be responsible for a good percentage of 
your total volume if this department is properly han- 
dled. Regardless of the size of your store, make every 
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effort in your layout planning to allow room for at least 
one wall case, designed especially for silverware, with a 
silverware table—a table or display unit especially de- 
signed for the sale and display of flatware, and one that 
permits seating of the customer. 

In larger stores, silverware departments of sufficient 
size to permit silverware wall cases on both sides of the 
store can be achieved. On one side of the store sterling 
ware can be displayed with the other side devoted to 
plated ware. Silver tables should be included on both 
sides of the room and if the store is wide enough, 
center display table for the display of silverware in table 
settings could be employed. 

The wood to be used for the facia of the fixtures for 
the silverware department should be different than that 
used in the jewelry section, if such lumber is available 
at the time. If not, a different shade or finish could be 
applied so that the silver section will not only be a sepa- 
rate department physically but will appear as a different 
portion of the store. The interior of the wall cases or 
wall displays should be painted in a pastel color of 
neutral shade. 

The next merchandise area following the silver de- 
partment in the average store having an overall length 
of 100 feet minimum would be the China, Glassware, 
Gifts, Small Appliances and Radios Section. On one side 
of the store, plan the wall units for Glassware, Chin: 
and Gifts and on the opposite side, the wall display 
units for small.appliances and radios. If the store is 
wide enough, a center display unit is in order. The 
design of the wall units for these departments vary 
greatly, being influenced by the number of lines carried 
and the size of the space allocated for these departments. 
The interiors of these wall display units should be 
painted in light pastel shades. The exposed facias can 
be either in natural hardwood in different finishes of 
wood, or in painted finish. Where the store area is large 
enough, separate departments should be planned for 
Glassware and China, Giftwares, Appliances, and a sec- 
tion for radios. 





ALLOW FULL ROOM FOR CUSTOMER TRAFFIC 


A very important rule to bear in mind in the planning 
of the sales area of the store is to allow ample room for 
customer traffic. The flow of traffic must be clear and 
direct. The design of the equipment should be such 4s 
to enable proper display of “impulse” merchandise. In 
short, the entire sales area should be so planned as ts» 
direct customer traffic naturally to this “impulse” mer- 
chandise and to stimulate the sale of such merchandise 
by reason of full visibility. 

Our next step in the planning of the store is the 
arrangement of the office area. This area is a very im 
portant adjunct to the successful operation of your store. 
If your store is operated as a strictly cash store, the 
office arrangement should be so planned as to permit 
easy accessibility for the sales people of your store, yet 
allow a full view of the store from the cashier’s office. 
In the credit store, the cashier’s office should be set back 
at least four feet from the end of the sales area. This 
is done so that in the event of a number of customers 
making payments, etc., they will not block any part of 
the sales area. 
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In planning the area for this section, allow space for 
desks (number of desks to depend on the number of 
people who will work in the office), files, adding ma- 
chines, etc. Most jewelers seem to overlook these ap- 
parently unimportant things and they discover that after 
the store has been built, that the office space is totally 
inadequate, resulting in poor function and in many cases 
duplication of effort. The cashier’s counter should be 
planned to hold all the small but important items such 
as rolls of wrapping paper, tissue, ready supply of small 
gift boxes, etc. Closet space below the counter top 
should be provided for stationery, supplies, etc. A cor- 
rectly designed cashier’s counter will result in efficient 
and speedy handling of the many details handled by this 
section of the store. 

In credit stores, provision should be made for credit 
stalls and a credit manager’s office if the method of the 
store operation requires such an arrangement. However. 
whatever the method used, a credit room or credit man- 
agers office is very convenient for discussing credi‘ 
arrangements with customers as well as for the disposi- 
tion and discussion of customers’ complaints. It can also 
be used as a private salesroom when necessary. 


PLACING SAFE OR VAULT 


The next phase in the planning of your store is the 
matter of safes and vault. If you are using safes, make 
sure that the safe you now have will do the job for you. 
Should you require an additional safe, determine its size 
before you start the actual preparation of the plans. 
Remember, in allocating space for safes and vaults. 


allow ample room for the swing of the doors. Safes or 
vaults are customarily placed at the rear of the cashier's 
office, facing the store proper. If at all feasible, the 
construction of a vault will pay for itself time and time 
again. Insurance rates are usually lower and cards and 
records can be wheeled into vaults on carriers provided 
for such purposes. The amount of time saved in the 
handling of merchandise to be locked up each evening 
and then taken out again the next morning would pay 
for the vault in one year’s time. All in all, a vault has 
many advantages over safes and the jeweler contemplat- 
ing remodeling or the opening of a new store should give 
every consideration to the erection of a vault. 


REPAIR DEPARTMENT IN REAR 


The next section or department to be considered is the 
repair department. This section has been the “fair 
haired boy” and also the “black sheep” of many jewel- 
ers. The repair department should be at the rear of the 
store. The reasons for this arrangement are many, one 
of the most important being that the repair department 
creates customer traffic and such traffic should be di- 
rected through all the departments of the store, or main 
floor, if the store has more than one floor. | 

In most stores, the work of the repair department 
requires more than one watchmaker but because of the 
width of the average store, space can only be provided 
for one watchmaker in the area adjoining the cashier’s 
office. This is the most practical location for this depart- 
ment. By placing a repair section in this location, the 
receipt of articles to be repaired and the delivery of 
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No. 850 . . your cost $23.80 Keystone 


| 10 So. Wabash Avenue 








SUNSHINE or SHOWER 


For either occasion, you will serve your customer 
best if you sell one of our New Folding Umbrellas. 
These are 10 rib, with Plaid Acetate cover, indi- 
vidually boxed. Full size umbrella when opened, 
1134 inches long when folded and cased. 


A practical gift for Milady any time. Will pack 
away in her handbag, overnite case or glove com- 
partment of her car. Order your supply of these 
at once. 


BENJ. ALLEN & CO. ING 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmith Bldg. 


CHICAGO 3, ILLINOIS 
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Alexandrite 
Light Pink 
White 

Rose 
Kunzite 
Yellow 

Blue 

Ruby 


o 
SPINELS 


Tourmaline 
Aquamarine 
Blue 

Erinite Green 
Yellow Green 


Blue Zircon 





SAPPHIRES 








* Engineered for Precision 
* Uniformly Faceted 
* Flawlessly Polished 





SHAPES IN STOCK 
FOR PROMPT DELIVERY— 


Cushion and Octagon. . . Para- 
mount and Brilliant-cut: 12/10; 
10/8; 8/6... 

Buff Top: 16/12; 14/12; 12/10... 
Ovals qnd Rounds in all sizes .. . 
Baguette, Triangular shapes or 
special sizes and shapes made to 


order. 
w 


Used in quantity by manufacturers 
who know quality. 


Prices compare most favorably 
with Pre-war levels. 


PRECISE STONES INC. 


320 EAST 39th ST. 
Phone: MUrray Hill 4-1492 


NEW YORK 16 














completed repairs can be handled at this section, thy, 
eliminating the blocking of any part of the sales area, 

We now come to the area which has always been the 
forgotten portion of the average store—the rear area 
This section normally develops into a catch-all fo, 
empty boxes, displays, good and otherwise, accumulg- 
tions of debris of all sorts. In one corner of this areg 2 
lavatory is usually found, but to reach it one has to walk 
through a hodge podge of makeshift shelves, packing 
cases, etc. To give this portion of the store proper con- 
sideration in your planning will pay large dividends jp 
efficient operation. We will assume that in your store 
you employ three watchmakers or jewelers. Therefore 
in this area, provision should be made for at least two 
repair benches. A work table for the polishing machine 
and such other machines as are customarily used in such 
work must be provided for. 

Next consideration is the space for the air condition- 
ing and heating equipment. It should be borne in mind 
that the location for this equipment should be near water 
and waste lines. By doing so, it will avoid a costly 
plumbing job for the work. It is always best to enclose 
this area with a ceiling height partition. In some states, 
the code requires a fireproof enclosure around this area. 


AMPLE STORAGE ROOM NECESSARY 


Allocation of space for a stock and storage room for 
glassware, china, small appliances, etc., and storage for 
office and wrapping supplies, displays, etc., must also be 
considered. This area should be enclosed with a ceiling 
height partition so that shelves can be built to the 
ceiling, utilizing maximum storage area. The door lead- 
ing to the stock room, if only one, should be in that wall 
that faces the rear wall of the store building. This will 
enable you, when unpacking and checking merchandise, 
to place it in the stock room immediately after checking. 

Allow space near or adjoining the stock room for a 
work table to be used for packing large packages and 
for the unpacking of merchandise shipments. If your 
store has no rear delivery entrance, make sure that all 
unpacking of merchandise be done in the space provided 
for this work. Nothing is more disturbing to customers 
as well as employees than to have merchandise unpacked 
in the sales area. 

Finally space should be provided for the lavatories. 
In many states the labor and health departments have 
definite requirements as to the number of lavatories to 
be installed. In any event, check this requirement before 
planning. It does not cost very much more to erect 8 
neat and fully enclosed “Lav.” Also provide space for 
employees’ clothes. Lockers would be best, or a roomy 
closet. Clothes hung all around the rear area of the 
store is not conducive to neatness and efficiency. As 4 
matter of fact, such sloppiness makes itself felt in the 
other areas of the store. 

The writer has attempted to cover generally the basic 
general rules to follow in planning your jewelry store. 
However, there are no set rules that will govern all 
stores. Each store presents its own particular problems 
of physical space, methods of operation, and the owner's 
personal requirements, and therefore must be solved 
individually. 

Next month, lighting, floor covering, decorating and 
air-conditioning will be discussed. 
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Designer Discusses Jewelry on Air Show 


A woman’s entire facial appearance can be changed 

by the type of earclips she wears, Marianne Ostier, 
jewelry designer, told Adrienne Ames during an inter- 
view over New York’s radio station WHN. 
- “Rarclips are indispensable today for the well- 
groomed woman,” Mrs. Ostier stated. “Without boast- 
ing, I can alter a woman's appearance simply by pro- 
viding her with earclips that fit her facial contours. 
Too often, a pair of clips is chosen with a complete 
disregard for design, color or size.” 

To illustrate her theory, Mrs. Ostier pointed out to 
Adrienne Ames that a woman with a large, round face 
should always wear large earclips. “Small ones would 
be lost on her,” she said. “Similarly, a small, narrow 
face demands small clips.” 

Noted for her imaginative jewel creations, Mrs. 
Ostier had been a leading Viennese designer before 
coming to the United States seven years ago. Her 
clients included such famous royalty as King Zog and 
Queen Geraldine of Albania, Queen Marie of Roumania., 
the Duke of Windsor, and many Indian potentates. 

Originator of the sunburst and pincushion idea, the 
designer expressed the belief that three-dimensional 
jewelry was here to stay. 

“The vogue for flat, inert jewelry seems to be passing. 
A piece of jewelry today should give a feeling of move- 
ment to conform with our modern, dynamic society. I 
try to do this by designing delicate, graceful pieces that 


PLATFORMS 
d 


SHOWCASE 
TRIMS 


that Enhance 
the Eye-A ppeal of 


Your Store 








the rest. 


spleen te ite eter ie atelee ae 
BET nee 


sania 





WILLIAM KORN & CO., 


Designers and Manufacturers, Inc. 


17-21 Elm St. Buffalo 3, N. Y. 


are constructed in such a manner as to permit light to 
reflect from all angles,’ she remarked. 

In reply to a question about precious metals, she 
stated that in her opinion gold jewelry was most suit- 
able with tailored clothes, while palladium or platinum 
was preferable for evening wear. 

Concluding, Mrs. Ostier listed the precious gems she 
considered appropriate for different complexions. As 
examples, she recommended aquamarines or emeralds 
for a blonde, fair-skinned woman; rubies, diamonds or 
topaz for the dark-complexioned brunette; and amethysts 
or sapphires for a light-skinned auburn. 





WINDOWS WITH A THEME CREATE SALES 
(From page 209) 


iature props is always interesting to the passerby. For 
example, a chain painted gold or silver to simulate a 
chain bracelet. Use, as charms, a regulation spoon, min- 
iature toys, etc. Show this oversize charm bracelet on 
a huge satin pillow—and watch your traffic. 

A eatchy slogan appropriately propped has similar 
customer appeal. A style story or a civic tie-in—always 
good promotion—are illustrated and explained a little 
later. 

It’s a popular belief that professional-looking win- 
dows take a barrel of money and a full-time display ex- 
pert. This isn’t true. To prove the point I have 
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Platforms (as illustrated) designed to fit your windows. Each one 
custom built to your requirements. Sturdy built, well-constructed 
velvet or leatherette risers with lift out pads that assure you year 
‘round change of color. Send us your floor plan and we will do 
“Buy Direct From the , = 
Manufacturers and You Save.” ae eS 














The "Charles" Ring Tray System 
The “Charles” is one of OUR MANY 


attractive show case trims. Designed to 
hold 15 trays (choice of ladies’, gents’ or 
pairs) 6 individual riser platforms, floor boards 


and velvet display pads. Available in your choice of 
velvet for the trays and risers and bengaline for the floor 
boards and top of risers. Complete with tray cabinet, $129.50, 


Representative Wanted—See Classified Section for the average 6 foot case. Other Systems @s Low a@s $59.50. 
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designed four “‘easy-to-make’ displays made with mate- 
rials you'll probably find in your attic or the corner 
hardware store. 


BRIDAL DISPLAY 


The bridal display featuring ‘“‘Gleaming Silver for the 
Bride” gives you the opportunity to effectively show your 
selection of this most-sought-after gift for brides. Like 
a magnet, you are drawn to the focal point of this win- 
dow through all the lines of the display. It consists of 
a slanting panel of wood or fiberboard covered with light 
blue satin, extending halfway up the back wall of the 
window. A sheer white fabric (voile, organdy, mar- 
quisette, or ninon) is pleated and stapled to wood up- 
rights which are nailed at ceiling and floor to the front 
corners of the window. The fabric is drawn together at 
the center of the back panel and tacked. A wedding 
bouquet, complete with paper doily and ribbon stream- 
ers (available at the ten cent store) adds the final fem- 
inine touch to the bridal atmosphere. The slanting panel 
in this display offers excellent space to show flat silver 
pieces whose fine workmanship and design are often ob- 
scured when placed on a flat window floor. 


DISPLAY FOR MOTHER'S DAY 


The Mother’s Day Display featuring “Your mother, 
too, prefers a gift from Jackson’s” tells an entirely dif- 
ferent story. Its interest lies in its local appeal. Have 
four prominent mothers, perhaps the presidents of 
Parent-Teachers Associations in your city, select the 
items they would like best for Mother’s Day. Display 
their pictures with the gifts they prefer plus identify- 
ing copy. The side display panels are covered with red 
and white striped fabric or paper. The center riser unit 
and the two triangular display boards in the foreground 
are covered with red satin. A small white twig tree to 
which are attached red carnations completes the 
Mother’s Day atmosphere. You'll find this turns out 
to be a much-talked-about, must-see window. 

Any tie-in.with local activities, civic organizations or 
projects sells your store to the entire comunity. Window 
tie-ins with youth organizations such as the Boy Scouts, 
Girl Scouts, Campfire Girls, and high scliool clubs, show 
you are interested in the young market. Shopping in a 
particular store is often a matter of habit, so don't over- 
look this opportunity to cultivate your customers of 
tomorrow. 

If your merchandise and price range very closely 
parallel your competitor’s, you'll find this selling of 
your store to the public most important. 


SPRING FASHION DISPLAY 

The Spring-Easter display is selling a single fashion 
story that is important for Spring 1947. Vogue says, 
“One wonderful jewel this Easter.” Women today, as 
always, are looking for the “something new” in fashion. 
While it may not constitute your volume business, the 
promotions of good fashion items give your store a wide- 
awake, on-your-toes reputation with fashion minded 
women. Women like to be shown how, when and where 
to accessorize their costumes. You have the opportunity 
to show them the importance of jewelry. It can make 
their outfit very dress-up or very tailored. It’s sheer 
magic. To make the display illustrated herewith, mount 
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y in a frame (an old-fashioned frame 
ainted white will be just right). Then drape dress 
Sati from it and cover the card board circles with 
vachahen of different materials. On each circle place 
a piece of jewelry which will be most appropriate to 
ith that fabric. 
gx ~ petite wears her clothes is a matter of de- 
sion — where she places emphasis. A jewel can do 
+. It can highlight a hat, dress, or a sult. It’s up to 
you to convince her through the presentation of your 


a Vogue cove 


merchandise. 


FORCEFUL DISPLAY 

The graduation display features one single item— 
watches—the big graduation sales maker. The force- 
fulness of a display of this type lies in its simplicity 
and concentration through repetition upon a particular 
gift for a specific occasion. The display consists of 
wood uprights nailed to the floor and ceiling of the win- 
dow, on which are mounted wood squares. These squares 
are approximately 10 in. x 10 in. and covered with black 
cotton fabric. Black tassels available at the dime store 
complete the mortar boards. To these boards the gift 
watches are attached. They are wired through the hinge 
of the box and secured at the back with a small nail or 
tack on the post. This display forcefully sells the idea 
that a watch is the gift for the graduate. 

In each of the displays illustrated the customer is 
given a direct selling story. By concentrating interest 
this way, you not only sell specific merchandise, but 
you provoke interest in your entire store. 

With the return of greater consumer selectivity, 
jewelry presentations must be as dramatic as possible. 
If what you've shown in your windows is so appealing, 
what you haven't shown must be also. You will have 
“baited” the customer's curiosity enough so that she will 
sub-consciously accept your invitation to come in, which 
is after all, the basis and goal of all display. 





Gem Trade Laboratory Sponsors No Gem Class 


Some confusion seems to have arisen in the trade as 
to the sponsorship of the gem study courses being con- 
ducted by Dr. Frederick H. Pough of the American 
Museum of Natural History, New York City. 

Many people appear to be under the impression that 
these courses are being sponsored by the Gem Trade 
Laboratory, Inc.—due perhaps to the fact that Dr. 
Pough’s work has been encouraged and endorsed by 
many of the people in the gem trade, who also belong 
to the various organizations that fathered the Gem Trade 
Laboratory, and perhaps also in view of the fact that 
Dr. Pough as an individual is a member of the Advisory 
Committee of the Gem Trade Laboratory. 

There is, however, no connection between the two 
activities. It merely happens that many of the sup- 
porters of each, are the same people. 

The directors of the Gem Trade Laboratory, Inc. 
wish it to be thoroughly understood that that organiza- 
tion is devoted solely to laboratory studies and the 
scientific identification of gems and does not carry on 
nor sponsor any other activities of any nature, either 
directly or indirectly. Dr. Pough’s courses are being 
conducted solely by him as an individual. 
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GOLDEN FLOWER TRACERY 
IN A MATCHED-JEWELS SET si 


A new design with the charm and feeling of : 

antique jewelry ... becoming and fashion-right. 
Second in the new series of Old Crest link jewelry— © | 
delicate and flower-like for your Spring and | 
Summer displays. Nationally advertised in leading 4 
fashion magazines ... shown in fine stores. _ 


No. 205 —Earrings. .. to retail at $3.00 
No. 205B —Bracelet .. . to retail-at $4.00 
No. 205N— Necklace ...to retail at $7.00- S 3 


Bright Gold or Rhodium 








oe GOLDBERG-KIRSCHMAN CO,, INC. | 
t > 501 Madison Avenue, New York 22, N. Y. | 
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Can You Help Me? 





My Display Problem Is: 








by VIRGINIA DIXON 


Readers’ questions about window and inside-store display, 
will be answered in this department each month by Miss Vir- 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry fleld. Miss 
Dizon is already well known to JC-K readers as the author 0o} 
many stand-out articles on jewelry store display. 


E would appreciate it very much if you would 

advise us on the lighting for our diamond show 
cases. We have just remodeled our store and now have 
recessed louver lighting throughout the store, but it 
doesn’t seem to do justice to the diamond showcases. 
We don’t want diamond lamps on top of the cases... 
that is what we have been trying to get away from. 
Can you suggest some type of fixture that can be used 
in the ceiling facing the diamond cases?——-W. B. 

Answer—Diamonds do present a particular problem 
in lighting. One authority on the subject recommends 
a combination of white fluorescent to flood the stones 
with light and incandescent daylight spotlights for 
sparkle. 

Your new lighting system, whether or not it is fluores- 
cent, no doubt takes care of the general illumination, 
but you need the supplementary incandescent spotlights 
to give the desired brilliance to your display. 








or as beautiful possessions in the home. 


THE HERSGHEDE HALL CLOCK COMPANY 
Cincinnati 
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IDENTIFIED WITH THE FINEST 


Quality is dramatized; discriminating and influential 
customers are impressed and attracted when you offer the 
beauty and distinction of Herschede Chiming Floor 
Clocks. With the music of well loved chimes; in authen- 
tic, renowned styles; reHlecting exquisite craftsmanship 
in every detail; these superb clocks are eloquent of the 
finest traditions. Write for catalog showing the dis- 
tinguished models you can suggest as magnilicent gilts 


Both cases and movements are 
made completely by Herschede 
—makers of fine chime clocks 
for over three generations. 


Such spotlights are available in several forms. The 
semi-recessed eye-ball type offer good appearance with | 
great flexibility of direction. However these may be 
difficult to install now that your redecorating has been 
completed. Decorative housings for spotlights are 
available which are much easier to attach to ceiling or 
wall and there is no necessity for concealment of the 
fixture itself. 

Two reliable concerns for such equipment are Century 
Lighting, Inc., 419 West 55th Street, and Kliegl Bros 
321 West 50th Street, both New York. Of course ti 
stallation would have to be made by your local electrica) 
contractor and no equipment should be purchased with- 
out consultation with him. 

Care should be taken that spotlights are installed so 
as to avoid as much unpleasant light reflection as pos- 
sible. If light source is located so that beam is just 
back of front edge of showcase counter, direct reflection 
in the customer’s eye will be avoided and merchandise 
will be well illuminated. 


ILL you please tell us from whom we can get 

catalogs or brochures showing plastic and glass 
shelf display units? We are interested in hanging units 
such as you have suggested in some of your articles.— 
J. F. K. 

Answer—For the type of unit you mention, I sug- 
gest that you write to any of the following concerns, al] 
of whom have a good selection of plastic and glass 
display fixtures .. . Scheuer Creations, Inc., 307 West 
38th Street, New York 18; Frankel Plastic Corp., 493 
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With the 
well-loved 
music of 
Cathedral 
Chimes 
reproduced 


on 


Ohio Tubular Bells. 








Model No. 217 is the 
clock illustrated. Honduras 
Mahogany Case stands 80 
inches high. Available with 
Westminster; Westminster 
and Canterbury or West- 
minster, Canterbury and 
Whittington Chimes. 
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Seventh Avenue, New York 1; Edwin Freed, 1233 Ave- 
nue of the Americas, New York 19; or Bruce Steven 
Displays Corp., 280 Madison Avenue, New York 16. 
Freed and Bruce Steven specialize in jewelry store units. 


ILL you kindly advise us where we can purchase 

price tickets that will fit in ring boxes? We are 
looking for a very smart looking price ticket that can 
be used for a credit jeweler.—B. J. 

Answer—The Window Ticket Co., 1309 Walnut 
Street, Cincinnati 10, Ohio, have a good selection of 
jewelers’ price tickets available either blank or im- 
printed with your own choice of prices at very reason- 
able cost. They will also print the store name and any 
desired slogans. They operate almost entirely by mail. 
In New York, the only concern that I know of is the 
Dauer Printing Company, 29-31 East 22nd Street. 

Of course there are also the monthly services such 
as Edwin Freed (1233 Avenue of the Americas, New 
York 19) offers, including display cards and price 
tickets. Such services are very inexpensive, but price 
tickets and slogans are stock selections. 


SHOPPING NOTES 


i eers importance of improved lighting in increasing 
sales in the modern store is being pretty generally 
conceded these days, but it is interesting to see some 
specific figures along these lines. The magazine Display 
World in a recent issue quoted from an article by C. J. 
Allen originally published in The Magazine of Light, 
the house organ of the General Electric Company. Mr. 
Allen cites as a hypothetical instance a hardware store 
of 1200 square feet in which a new system of fluorescent 
semi-direct fixtures could be installed that would give 
five times as much illumination as the present system 
tor an additional cost of only 98¢ per day. Present 
system costs 75¢ per day bringing total daily figure to 
#1.73. This figure includes amortization, current and 
lamps. Cost figures for supplementary lighting jobs 
cited are—less than .06¢ a day for a 150 watt reflector 
lamp for highlighting feature displays; .04¢ a day for 
a sixfoot fluorescent showcase and less than .05¢ a day 
per ten-foot length of fluorescent lighted wall cases. 
Sales increases following relighting, certified by store 
owners and submitted to the General Electric Company, 
include 37 per cent average sales gain for jewelry stores. 
Except for hardware stores with a 40 per cent increase, 
all other types of stores vary from 19 to 27 per cent, 
indicating that improved lighting is of particular beneftt 
in the jewelry store. 

Speaking of lighting, Best Devices Co., 10516 Western 
Avenue, Cleveland 11, Ohio, are offering a new tiny 
“Pee Wee” spotlight. Its dimensions are a mere 414” 
x 5” x 21%” and it holds a 100-watt lamp. Should be 
easy to conceal in such tiny size and could do a big job 
in the right places! 

Grass mats are not as generally used in jewelry dis- 
plays as they are for some other types of merchandise, 
but they can be useful for that summer look, so here 
are two addresses for ordering them:—Eaton Brothers, 
Hamburg, N. Y., and Memorial Grass Co., Uhrichsville, 
Ohio. Good to put under summer table settings or for 
luggage or summer beverage service displays. 


FOR May, 1947 
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A very thin pocket watch with 
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18 karat gold case — 17 jewels. 


Sold by franchised jewelers only. 
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COMMISSION OR STRAIGHT SALARY? 
(From page 214) 


greater security or, if security was already in existence, 
to a method which would provide security plus incen- 
tive. Only a negligible number of jewelers changed to 
forms of compensation decreasing security and incentive. 

Significant, also, is an analysis of the changes made 
by jewelers now doubtful of the wisdom of changing. 
Of these: 


stratght salary; 
er cent changed from salary and bonus to _ 
20 ed ve changed from straight salary to salary and commas 
wee ssston, and 
cent changed from salary and bonus to comm . 
10 -ed cent changed from straight salary to premium money. 


Those thoroughly dissatisfied with the change in- 
cluded: 


38 ber cent from straight salory to commission, and 
25 per cent from straight salary to salary and bonus. 

Thus, it is evident that the jewelers who were uncer- 
tain or definitely dissatisfied with the change they had 
made had changed from a plan offering either security 
or incentive (or both) to a plan which denied either (or 


both). 


WHY WAS A CHANGE MADE? 


In addition to asking jewelers if they had ever used a 
different basis of paying employees, the JC-K question- 
naire also asked ““Why did you change?” 

Answers to this question were varied. 


However, over a quarter (27 per cent) of these who 
did answer, stated that they wished to create some sort 
of incentive for their employees. Almost all of these 
jewelers had been paying straight salary and switched 
to salary and bonus. 

Nearly another quarter (23 per cent) stated that 
their old system had caused friction among employees 
and squabbles had resulted from dividing up the cop- 
missions. The majority of these jewelers had had their 
employees on either straight commission or Salary and 
commission. Also, 

10 per cent of the og a oe plans stated that 
“2. ‘oo sues tuned tear ns to improve’ the attitude of em. 
er oan pdr ocala employees for faithful service; 

4.8 per cent decided that they would rather pay bonuses thap 
= yovgeond wanted to have employees participate in the firm, 
a per cent wanted to imbue employees with a greater interest 
in the store’s welfare. 

Other replies, amounting to less than 1 per cent each, 
stated that they wanted to eliminate graft, encourage 


cash sales or compensate for increased volume. 


IS A MINIMUM COMMISSION GUARANTEED? 


Jewelers were asked “If your employees are on a 
commission basis now, do you guarantee a minimum?” 
Presumably, many of those replying interpreted this 
and succeeding questions to include various forms of 
bonus as well, since the number of those replying far 
exceeded the number claiming to pay commissions. 

Of those paying commission (or benus based upon 
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which is practically the same thing), 67 per cent 
do guarantee a minimum and 32 per cent do not. Of 
those who do, 53 per cent said it was uniform through- 
out the store and 46 per cent stated that the commission 
(or bonus) varied with departments or responsibilities. 


sales, 


WHAT SORT OF COMMISSION IS PAID? 


When asked for the “average commission (or bonus 
above salaries) paid on sales,” jewelers replying to the 
questionnaire supplied a welter of figures. Many of 
them were contingent upon annual salaries, business 
volume, etc., but a sufficient number were based upon 
actual sales to permit drawing some conclusions. 

Two thirds of those providing commission figures 
based on sales stated that their commission percentages 
ranged between 1 and 5 per cent. 


The highest number, 28 per cent, stated that a com- | 


mission of 1 per cent was paid on sales. 


Next-highest number, 20 per cent, stated that a 2 per 


cent commission was paid on sales; 


A 5 per cent commission was paid by 18 per cent of | 


those replying, and 


Eleven per cent stated that they paid a commission of | 


8 per cent. 
Other replies ranged from 6 per cent to as high as 35 
per cent, although in the higher brackets replies were 


qualified by such statements as “depending upon profits,” | 


“percentage of year’s salary, ’ etc. 


Asked if the percentage of commission is always the | 


same on the same class of goods, or if it varies accord- 


ing to special conditions, slow-moving stock, etc., the | 
majority of those answering (83 per cent) stated that | 
the commission remained uniform, and 16 per cent. 


stated that it varied. 


And asked if the commission was the same for all | 
departments in the store, or if it varied from department | 
to department depending upon the nature of the mer- | 


chandise (whether jewelry, giftwares, china, etc.), 79 
per cent said that commissions were uniform and 20 per 
cent said that it varied. 


HOW ARE DEPARTMENT HEADS PAID? 


Also of interest to many jewelers is the method of | 


compensation used for department heads. The JC-K 
survey asked retail jewelers: “Do department heads 
receive (a) a percentage of the overall volume of the 
department, (b) a percentage on personal sales, (c) a 
fixed salary, or (d) some other type of payment (such 
as a percentage of the profits, etc.) ?”’ 

By and large, the results show, department heads 
receive a fixed salary. Seventy-nine per cent of the 
firms replying stated that their department heads re- 
ceived a fixed salary and 11 per cent reported that they 
received some other method of compensation such as a 
percentage of the profits, etc. Only a small number paid 
on the basis of the other two possibilities: 4.8 per cent 
gave department heads a percentage of the overall busi- 
ness of the department and 4.4 per cent paid a per- 
centage on personal sales. 


ANY DISCIPLINE PROBLEMS? . 
Two final questions in the JC-K survey on employee 


compensation question were devoted to matters of em-_ 


ployee relations and discipline. : 
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One asked: “Do you find that commission selling leads 
to neglect of stock work?”’ 

The answers were almost evenly divided, with a slight 
margin on the affirmative side. Fifty-two per cent re- 
plied that commission selling did result in neglect of 
stock, and 47 per cent answered that it did not. 

Another question was devoted to a matter which many 
of the jewelers had covered in a previous consideration: 
“Are you troubled with commission squabbles when one 
clerk shows an item and the sale is made by another 
clerk on the customer’s return visit?”’ 

Oddly enough, although a large number of jewelers 
had cited this very problem as a reason for changing 
methods of payment, only a minority considered it a 
problem. Fifty-nine per cent of those answering were 
not bothered by squabbles among salespeople, and 40 
per cent were. 


CONCLUSIONS 


Although the majority of retail jewelers appear to be 
paying their employees a straight salary, they seem to 
be using that method simply because they have never 
tried any other way. Those who have used more than 
one method of payment in the past currently prefer an 
incentive plan such as salary and bonus. 

The majority of those changing payment plans did 
so either to provide an incentive to sell, or because 
quarrels over commissions had a poor effect on employee 
morale. 

Jewelers paying a commission (or bonus above salary ) 
tend to guarantee a minimum. (Some states have laws 


demanding this, incidentally.) Commissions average 
from 1 to 5 per cent, tend to remain uniform on the 
same class of goods and from department to department, 

Department heads, by and large, are paid a fixed 
salary. 

Commission selling is considered, by a slight ma jority, 
to result in neglect of stock. 

Only a minority of jewelers reported that commis- 
sion-selling resulted in squabbles and friction among 


sales personnel. 
(To be continued) 





CAMERAS ARE PROFITABLE 
(From page 217) 


Where this happened, Mr. Perel wrote back one month 
later, and again two months later explaining that he 
felt his firm was in a position to make the department 
a mass-volume specialty, and kept hammering at them 
until he was allowed to buy the large minimum order 
which all demanded. As the department grew in this 
fashion, they used the selling point of telling their cus- 
tomers that they would soon be handling such and such 
a line, carrying a valuable impression to the photo fan 
accustomed to good equipment. 

At Christmas, after six months’ operation, they moved 
the camera department to their annex showroom, where 
were located their gift shops, china, etc. Ten feet of 
wall space was allocated to cameras to accommodate the 
seven national lines which they had secured in six 
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months. Sales were achieving 35 per cent profit instead 
of the 50 per cent or better with the former cheap 
cameras, but they were getting repeat business and large 
anit sales. The store still was handling only cameras, 
and selling them primarily to jewelry store customers. 
Another mistake developed in that customers would 
bring in pictures, and nobody in the store was qualified 
to give them the advice they wanted. To meet this situa- 
tion, Guy Coburn, who has a background of twelve years 
‘n amateur and professional photography, was taken on 
to run the department. 

A stock of film was also put in which they bought in 
small quantities, not attempting to reach the high dis- 
count bracket. Fair Trade made it possible for the store 
to sell everything at list price without difficulty. 

“Many jewelers believe they need a different bracket 
of customers to sell cameras,’ says Mr. Perel. “Our 
experience has been that jewelry and camera buyers are 
largely the same people, except for rabid fans who buy 
nothing but photo supplies. Selling both, we found a 
serious pitfall existed in too-liberal credit, since 65 per 
cent of our business was on time payment plan, and still 
is. We ran into some serious losses and trouble with our 
regular credit policy when applied to cameras, so we 
adopted the plan of “tightening up” on photo supply 
eredit by investigating more closely, requiring larger 
down payments, and letting expensive merchandise go 
outside the store only where the credit rating was good. 
Liberal credit allows us' to sell customers complete equip- 
ment amouniing to more than $50 in many cases, but can 
be dangerous if not closely watched. We believe every 
jeweler should study credit at length from this stand- 
point.” 


ACCESSORIES FINALLY ADDED 


Once they had a regular trade built up, the store dis- 
covered that they could add accessories profitably, in- 





cE 





cluding merchandise which has a 50 per cent average | 


profit. These were added as calls came in, beginning 
with filters, then tripods, papers, cases, etc. Later were 
added flashbulbs, synchronizers, developing chemicals, 


etc., for the fan who had to go elsewhere to get these | 


attachments for cameras purchased from us. To our sur- 
prise, we found that high-unit sales were not limited ta 
wealthy customers; sixty per cent of our customers buy 
a better camera when they get the first one paid for. 
They are encouraged to help good cameras pay fos 
themselves by selling pictures to stores, etc. 


“Handling a larger volume taught us that we were 
making a mistake in buying from too many wholesalers,” 
Mr. Perel related. “Jewelers going into this sideline 
will find that they benefit from dealing with one, two, 
or at the most four large wholesalers who can help him 
get under way. They supply display material, will take 
back slow-moving items, and cooperate in advertising 


expense. We have cut our buying to six prominent firms 


who are glad to help us make up sales, catalogues, and 
operate all aspects.” 

After six months in the new location the store doubled 
the size of the department, and three months later, 
doubled it again—this time to add movie equipment. Aa 
arduous promotion job was expected here but it was 
found to be simple. “We just let customers know that 
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GOOD NEWS! 


Me. Max SCHECHNER has assumed full charge of his 
Watch Repair Shop, the Marudo Watch Company. For 
the past two years Mr. Schechner, who is a well-known 
expert in his field, has been an Inspector of Watches for 
the United States Army and Navy. 








Che SHOP is equipped with the latest types of machines, 
including two Western Electric Recording Machines. All 
watches received for repairs are insured against possible loss. 


W.: GUARANTEE return within ten days on all watch 
repairs. A special Service for New York City firms—We 
call for and deliver watches twice daily. 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th ST. NEW YORK CITY 
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we had it,” said Mr. Perel, ‘and movie fans started 
coming in. To use showmanship, we made up a ‘deal’ of 
projector, camera, screen and comedy film roll and ad- 
vertised it.in the local newspaper. This proved to miss 
the real fan because the merchandise wasn’t well known. 
I followed this up with another offering a similar deal 
with better equipment at a higher price and later, still 
another at a still higher price. We sold more at the 
latter price than at the first figure. This proved to us 
a point which every jeweler should remember—that bar- 
gains have no value in photography, and that it is first 
and last quality merchandise sold by a well-trained sales 
person which creates business. Forty per cent of our 
total camera sales are now in movie equipment and 
supplies.” 


FINISHING TROUBLESOME 


Finishing is one of the worst pitfalls, the store finds. 
They shied away from this phase of the business alto- 
gether until late 1940, when customer demand made it 
imperative. They then introduced 25-cent finishing offer, 
farming out the work to a wholesale finisher. At this 
price they just broke even—but they finished some 4000 
rolls of film the next year, which means that 4000 per- 
sons had to come into the store twice, a valuable traffic 
for both jewelry and the camera department. 

Another powerful asset of finishing is that it gives the 
store a chance to find out what camera the customer is 
using, and to sell him better equipment. As finishing 
volume grew, the store found itself in a position to get 
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bigger discounts, and is now showing a moderate profit 
on this work. They made a deal with the finishe, 
whereby they sell him supplies of paper and chemicals 
at a profit to themselves, thus amortizing part of the 
trouble of handling picture developing and printing. |; 
was found that enlargements, sale of extra prints, color- 
ing, etc., pay a better return, and encourage use of 
enlargements by advanced customers who are pleased 
with the idea. 

One aspect of Perel & Lowenstein’s trade might be 
difficult to duplicate. This is a wholesale business with 
local finishers, camera stores, and other outlets, which, 
although it involves only 10 per cent profit, helps the 
store to buy large orders. They cooperate with other 
camera dealers in this way, and get the business largely 
by writing to them and offering quicker delivery and 
availability of merchandise, thus getting larger dis- 
counts on their own orders, making the camera depart- 
ment that much more profitable. Another angle which 
was worked out to the store’s advantage was the setting 
up of their own photo room, in which they photograph 
all jewelry in the store for newspaper cuts, catalogues, 
gifts to customers ordering specially designed work, etc. 


3 PER CENT OF GROSS TO ADVERTISING 


Three per cent of the department’s gross business is 
devoted to advertising. Newspapers, direct mail, and 
radio spots are used, although the latter have not been 
found particularly effective. The store’s camera ads, 
begun as part of regular advertising, now are individual. 
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Direct mail is mostly penny postcards, which are used 
sporadically to push cameras of unusual types or dificult 
to obtain elsewhere. This year the store printed their 
own 24-page catalogue listing all supplies which got 
excellent results. Windows have been found to be the 
department's consistently best selling agent, two always 
devoted to cameras. Mailers supplied by manufacturers 
are also used where it is known the customer wants new 
information as it comes out. 

Last year the department was transformed into one 
of the finest in the territory. It is complete with mod- 
ernistic features and its overall length is 46 feet along 
the wall of the main selling floor. A unique feature is 
the manner in which space for storage and a projection 
room were obtained. The wall cases were pulled out 
four feet from the wall and the space between the cases 
and the wall was utilized for a stockroom and a projec- 
tion room. 

All of the heavier merchandise such as enlargers, 
tripods, lights, etc., are displayed on islands in the center 
of the floor. 

Today, the store is fortunate in having dealerships 
with all of the leading manufacturers including Ansco, 
Eastman, Graflex, Defender, Argus, Bell & Howell, 
Revere, Keystone, Univex and many others. The de- 
partment carries a complete line of cameras, film, paper, 
and other accessories for the amateur and professional 
photographer. A good deal of the department’s business 
is with the professionals of this area and Mr. Coburn 
expects to go further into this field as time goes on. 

Believing that the best way to hold old customers and 
attract new ones is through service, a camera service and 
repair department was set up about a year ago under the 
direction of N. D. McCullough. This has proved to be 
an invaluable addition to the department’s activities. 

One of the factors which has contributed greatly to 
the success of the department is the fact that all buying 
and merchandising is done by the department manager, 
independently of the store. At this time the annual gross 
business compares favorably with that of any of the 
photographic supply houses in the city. 

The main consideration of jewelers entering this field 
is caution—don’t attempt to force the department, and 
remember that you must crawl before you can fly, is the 
advice of experience in the field. Watch out for shelf 
warmers, keep up national brands sold by competent 
employees, and use plenty of showmanship to let the 
public know you do a complete job with photographic 
ecuipment } 





COUNTER DISPLAYS BOOST SERVICE VOLUME 
(From page 220) 


layed from the repair counter to the pre-set cameo dis- 
play elsewhere in the store, or are invited to make a 
choice of those shown for individually made-up cameo 
jewelry. 

The eighth display to the right shows large cameos up 
to 8 inches for pendants, brooches, and other use. 

The ninth and tenth units in the long row of displays 
show expensive monogrammed keys, keyrings, and other 
metal personalized monogrammed gifts, as well asa 
current new item, sterling identification bracelets with 
block monograms and chain links. 
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Every part of an Alpina watch is manufactured 
right in the modern ALPINA factory. From smallest 
screw to important mainspring, all are exclusively 
ALPINA planned and produced. Each part is 
designed for its specific function from the 

very start... not merely adapted as a means 

to an end. That is why ALPINA accuracy 

has won world renown. Watch the name ALPINA; 
ALPINA WATCHES AMERICA’S TIME. 


Available from wholesalers only. 
— : Write for name of wholesaler 
nearest you. 
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In the 11th case are solid silver charms of all types, 
which produce most of the calls of the “young market” 
to the store. Peacock’s has catered to a steadily increas- 
ing demand for charm bracelets for many years, and 
feels that the repair desk, where most of them are 
soldered on, is the logical place to show them. 

Affirming the repair services’ work in making up spe- 
cialized jewelry are the 12th, 13th and 14th units. The 
first of these shows white and blue zircons, popular for 
evening jewelry, dinner rings, etc., and the second chain 
links for lockets and pendants—over two dozen samples 
of chains from delicate hair-thin varieties up to heavy 
square links for oriental jewelry. The 14th unit shows 
lodge and order pins which may be made up set with 
precious stones, in gold or silver, to the customer’s order. 
Fine identification bracelets in specialty styles and 
beautiful costume jewelry pieces appear in the last two. 

Repair, remodeling, and custom service has grown 
steadily in the Peacock store since these clever display 
units went into effect. Mr. Noelle estimates that more 
than three-fourths of the people who visit the counter 
remain to examine each display closely, and go away 
impressed with the multiple variety of custom services 
which are dvailable. 





NEWSPAPERS CAN SELL QUALITY GOODS, TOO 
(From page 222) 


items in Hardy & Hayes’ daily ads. Jewelry costing up 
to $37,000 was pictured in newsprint and customers 





were interested. Items retailing as high as six thousang 
dollars have been sold directly from these ads. Moreover 
this style of advertising brings people into the store who 
want quality jewelry and can afford to pay cash for it, 

Since Hardy & Hayes have been so successful jp 
advertising quality merchandise, many other stores jy 
the Pittsburgh area have increased the number of higher 
priced items in their daily ads. Usually, newspaper ad, 
never displayed items over one hundred dollars. Noy 
many of them depict rings, bracelets, etc., for several 
hundred dollars and some feature items in four figures, 

Of course, not all of the Hardy & Hayes advertise- 
ments show rings priced in the thousands but they do 
feature these higher priced items often enough to register 
firmly the fact that Hardy & Hayes is a high grade 
establishment where the customer will find high grade 
goods. And they’ve discovered that instead of scaring 
people away, it brings in the kind of business that every 
jeweler is eager to have. 





CEILING SET-BACKS GIVE ADDED SPACE 
(From page 282) 


opening of the new store. In addition, newspaper space 
was devoted to pictures of the new store front, Lescrip- 
tions of the interior, etc. 

The two Utica daily papers carried full-page open- 
ing advertisements the day before the three day “open 
house’ sessions. Mention was made in the ad that roses 
would be given away to visitors on the following three 
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days, but the mention was inconspicuous—not of the 
ort. 

T peetees to the opening, the local radio station, 
WIBX, presented two fifteen-minute ,roadcasts an- 
nouncing the stpre opening and dramatizing the career 
of the owner in his years of jewelry retailing in Utica. 
On opening day a full-hour broadeast direct from the 
store, featuring background descriptions, contests, 
prizes, etc., brought a crowd of 500 to investigate. 

In addition to newspaper and radio advertising, 3,000 
neatly printed announcements of the Cramer opening 
were mailed two days before the opening. Two weeks 
after the opening, a 16-page rotogravure booklet in full 
color, illustrating dozens of jewelry items, was mailed 
to the store's customers. 

No removal sale resulted from the change of ad- 
dresses for Cramers, and no door prizes were offered on 
the opening days. In short, no inducement other than 
the free roses, and the extensive advertising campaign, 
was offered to the people of Utica to make them turn 
out in droves. 





PRECIOUS PLATINUM USED TO SAVE MONEY 
(From page 284) 


elevated to this position by jewelry craftsmen who found 
the excellent strength and high ductility suited to their 
creations. The connoisseurs of beautiful jewelry were 
eager to accept the graceful new jewelry with its pierced 
and filigree work, its natural white color that mirrors the 


flashing brilliance of diamonds and its ability to hold 
stones securely. The place once held by platinum is now 
being shared by palladium, which is lighter in weight 
and well suited for jewelry use. And so today, palladium 

. . white ... light . . . and beautiful, is used in fine 
jewelry worn in the fashion centers throughout the 
world. 


METALS OF WAR AS WELL AS OF BEAUTY 


During the second world war, the versatility and tech- 
nological importance of the platinum metals were brought 
to the attention of many manufacturers when they began 
to produce war materials. Large quantities of platinum 
alloys with ruthenium or iridium or other metals were 
used in airplane spark plugs, magnetos, flight control 
and bombing equipment. Electronic devices, including 
radar, utilized platinum metals in various parts—one of 
the most notable being the use of platinum and platinum- 
clad grids in high frequency transmission tubes. Plati- 
num alloys played a vital role in production of military 
explosives, being used as a catalyst in manufacturing 
nitric acid, and in production of perchlorates, peroxides, 
and other chemicals obtained by anodic oxidation. Pal- 
ladium contacts were used in field telephone and electri- 
cal systems for motorized ground equipment. 

Now released from active war service, the platinum 
metals continue to work for the nation’s industries, giv- 
ing surpassing service in very tough spots. Palladium 
contacts are vital parts in relays which use palladium to 
assure electrically quiet contact with low contact pres- 








This Watch — 18 kt. gold case 
decorated with 28 diamonds, 
0.95 ct., set in platinum; 
white-silver dial, applied 
gold figures. Fine 17 jl. lever 
movement, 3 adj. 
Suggested to retail at $675.00 
(Federal tax included) 
OTHER TIME MASTERPIECES $80. to $2800. 
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"Cvening Gem” 
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The Famous 


SCHICK 


ELECTRIC SHAVER 





. . . one of the many Nationally 
advertised products we distribute— 


ALSO WHOLESALE DISTRIBUTORS 
OF THE FOLLOWING 
NATIONALLY FAMOUS PRODUCTS 


Seeland Watches Marvella Pearls — 
Community Plate Shiman Mfg. Co., Inc. 

1847 Rogers Bros. R. F. Simmons Co. 

Wm. Rogers & Sons Speidel Corp. 

Tudor Plate Louis Stern Co. 

American Queen Van Dell Jewelry 

S. O. Bigney Co. Herschedes Clocks 

Bliss Bros. Ingersoll Clocks & Watches 
Bugbee & Niles Co. Ingraham Clocks & Watches 
Carl-Art Inc. McClintock Clocks 

Dorson Jewelry New-Haven Clocks & Watches 
Deltah Pearls Revere Clocks 

Excell Mfg. Co. Telechron Clocks 

lrons & Russell Co. Westclox Clocks & Watches 
Iskin Jewelry Ronson Lighters, etc. 
Jacoby-Bender, Inc. Hamilton-Beach Appliances 
Kestenman Bros. Mfg. Co. Manning-Bowman Appliances 
S. Korff & Son Schick Shavers 

Laguna Pearls Toastmaster Appliances 
Marathon Co. Terry Wallets 


DIAMONDS ‘FINE JEWELRY TOILET WARE 


STERLING SILVER 


We also carry a complete line of 
Fine Stone Rings 


GET INTO THE HABIT OF BUYING FROM 
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sure. Radar equipment including that used in trangmiy. 
sion to the moon utilizes platinum and certain televisig, 
transmitting tubes are equipped with platinum grids. 
Electrical instruments which measure, record and regu- 
late time and “temperature factors so important in the 
production of strong, tough and lightweight steels make 
use of platinum or one of its alloys for contacts. 


ALSO SERVES PEACE-TIME INDUSTRY 

In the chemical industry the platinum metals’ regis 
tance to corrosive attack by the various chemicals ugej 
commercially is an important reason for their increased 
utilization. 

That platinum can be economical is demonstrated by 
its use in the rayon industry. In the manufacture of 
rayon the viscous liquid is extruded under pressure 
through a platinum spinnerette. The spinnerette with 
its tiny holes varying not more than .0001 inch is made 
of platinum alloy to obtain uninterrupted production of 
silky rayon fibers in the very corrosive hardening bath. 
The average spinnerette returned for reclaiming will 
have produced approximately 4,000 pounds of yarn st 
a metal cost of less than one hundredth of a cent a 
pound. The chemical and pharmaceutical industries use 
palladium as a catalyst for hydrogenation or dehydro- 
genation in production of vitamins, hormones and vari- 
ous other complex organic compounds. Palladium cata- 
lysts enable use of lower temperatures and pressures in 
organic synthesis and increase safety. 

One of the large industries built up through the use 
of platinum is the fiber-glass industry where molten 
glass flows through platinum orifices to form the new 
and versatile fiber. 

Both platinum and palladium are beaten into very 
thin leaf and employed for decoration of fine books, 
leather, picture frames and for interior decoration where 
a white, non-tarnishing finish is desired. 

Rhodium is useful both as an alloying element with 
platinum and as white non-tarnishing electroplate with 
high reflectivity. In this form it finds extensive use as 8 
finishing plate in the jewelry field and for reflectors for 
motion picture projectors, searchlights and the like. 
Thin coatings on glass provide perfect gray filters and 
in slightly heavier coatings make good reflectors. 

Rarely employed in the elemental form, ruthenium is 
used as a hardener for platinum or palladium for jewelry 
and electrical contacts. Fountain pens use high ruthe- 
nium alloys for the tiny writing point where great resis- 
tance to wear and corrosion are required to insure smooth 
writing for a long time. 

Iridium is similarly used as a hardening addition to 
platinum. The 10 per cent iridium-platinum alloys and 
the 5 per cent ruthenium-platinum alloys are standard 
for jewelry in the United States. 

The principal uses of osmium are in hard, pen-tipping 
and phonograph needle alloys and special hard electrics! 
contact alloys. 

So diverse is the utilization of the six platinum metals 
that when you take a vitamin tablet, dial a phone num- 
ber, select a filmy negligee or sigh in relief as your 
dentist snaps a partial denture in place, the platinum 
metals are at work for you and saving money. 
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LITTLE KNOWN GEMSTONES 
(From page 236) 


ly causes it to vanish, so the indication is that it is not 
due, as in some colorations, to the presence of an im- 
purity, but rather caused by some disturbance of the 
structure itself, like that induced by x-ray irradiation; 
a condition which may be eliminated by the greater 
mobility imparted to the atom particles upon heating. 
Usually the heated smoky quartz does not turn out to 
be colorless, instead a yellow coloration is revealed that 
was earlier masked, and much of the common quartz 
topaz was originally a smoky citrine color, before being 
cleared by light heating. 

The Alps were once the primary sources of smoky 
quartz as well as rock crystal, but the jewelry use of 
this material sprang from Scotland, where it acquired 
the rank of a national gem, and was known as cairn- 
gorm. The stones used in this way came from crystal! 
lined pockets in the granites of the Scottish Highlands 
and it was widely used in native jewelry. Naturally, 
the limited finds were insufficient for the demand, and 
supplies were augmented by importations from other 
sources, chiefly Brazilian. In time, citrine quartz seems 
to have entirely taken its place though by many the two 
are regarded as being identical. However, that is not 
true, there is a definite smokiness in the true cairngorm 
not found in the lighter citrines later used. : 

Smoky quartz is far less general in its occurrence 
than the ubiquitous rock crystal. Not only is there a 


limitation in its appearance in the Alps, but we find 
elsewhere that it is a mineral almost exclusively of the 
rocks which crystallized from a molten state and the 
gems come from the coarse-textured (pegmatitic) off- 
shoots of this material. The ordinary veins of quartz, 
from either hot or cold watery solutions, are marked 
by colorless crystals, and never, so far as is known, by 
the darker variety. This lends further weight to the 
theory that the cause of the color is natural bombard- 
ment from radioactive minerals in the neighboring rocks, 
certainly far more abundant in most igneous rocks than 
elsewhere. These have acted on the mineral over a long 
period of time, for all smoky quartz pockets are in the 
very ancient rocks, which are exposed at the surface 
only after geologic time intervals of surface erosion. 
The quartz of young sedimentary rocks and of later 
low - temperature veins is generally colorless. The 
mineralogist usually finds that confident amateurs, who 
exultantly bring examples to refute this generalization, 
have deceived themselves with specimens filled with car- 
bon specks or other impurities which give an appearance 
of smokiness without being that rarer substance. 


ROSE QUARTZ 


Even more restricted in its appearance in nature is 
that variety of quartz that is never entirely clear, always 
a little on the cloudy side, and lightly tinted pink. 
Known as rose quartz, it is exclusively a mineral of the 
pegmatites, an associate of the rare element jewel 
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Engraving 


Plating 
Gold . . All Colors 
Silver—Rhodium 
Chromium—Nickel 
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Flatware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 
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stones: aquamarine, tourmaline and white or blue topaz. 
In the centers (cores) of the larger dikes we may find 
solid masses of rose colored rock, varying in tint, never 
showing good boundaries, but made up of great crystal 
units with occasional contact faces between the indi- 
viduals. Its color comes from titanium oxide, and most 
masses apparently inclose small, microscopic needles of 
rutile arranged in definite planes within the crystal net- 
work on the quartz. This is revealed in the 6-rayed stars 
one sees when looking at a source of light through a 
clear polished piece of rose quartz. Advantage has 
been taken of this property in the manufacture of some 
necklaces of round beads, each revealing a star when 
looked through at a light. In recent years a more im- 
portant use for this material has been developed, or for 
some similar quartz so palely pink that the color barely 
shows. The clarity of rose quartz is at once a deterrent 
to its use in its natural state and an advantage to the 
artificers of the imitation star sapphires. For the star 
seen in rose quartz is identical in nature and in origin 
with that seen in the precious: star sapphires and star 
rubies. The imitations are made by backing properly 
oriented clear stones with a colored enamel, a surface 
which reflects a colored light ray back through the 
rounded stone. Appearing to possess all the properties 
of the natural stone they imitate, they are fine star 
stone substitutes, and their star is as sharp and lively 
as in the best of sapphires. They are easily recognized 
however, for they have smooth painted backs in place 
of the usually rough, rounded, and unfinished backs of 





the natural star sapphires. ‘Too, the enamel is not perma 
nent, it can easily be scratched away, and washing wi! 
also make it peel from the stone. The jeweler therefore 
should be informed about them, for while they are easily 
recognized by inspecting their backs, they are convine- 
ing imitations of the natural stone. 

Most rose quartz is used in decorative carvings, its 
abundance and its lack of character make its customary 
use the manufacture of objects on a larger scale than 
that of most jewelry stones. A famous rose quartz lo 
cality in South Dakota constantly reveals a face re- 
putedly some hundred feet across and half as high; 
the Chinese fashioners of decorative carvings need fear 
no shortage of this raw material. Rose quartz sometimes 
seems to fade to nearly white upon prolonged exposure 
to the light, but outcrops in Brazilian desert country 
were seen to be as deeply pink as freshly exposed 
masses in the floor of neighboring quarries. The depth 
of color varies greatly, as does the clarity of the mate- 
rial and the uniformity of the texture. Large clear 
masses from which big spheres could be cut, free of 
flaws, are very rare. An inch or two is about the best 
that could be found. 

Rose quartz crystals have always been the subject 
of discussion and are known from but tew localities 
There is no obvious reason, except the manner of occur 
rence of this type of quartz, why crystals of this variety 
should be any rarer than those of any other form of 
quartz. The pegmatite quartz cores seen in Brazil were 
often marked by small cavities bordered by crystal 
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faces, and often partly filled by misshapen milky quartz. 
Similar cavities were seen in one of the best of the rose 
quartz pegmatites (the Alto Feio, in Rio Grande do 
Norte) but wherever the quartz neared the margin of a 
cavity it bleached out to white. Single crystal masses 
deep pink on one edge, away from the cavity, became 
milky within a few inches of the opening. The writer 
has no explanation for this—he just feels frustrated in 
a still unsatisfied ambition to collect rose quartz crys- 
tals in place in a pegmatite. 

Such crystals have been found, though they are the 
subject of another of the mineralogical controversies 
with some authorities denying that they are truly rose. 
The commonest occurrence is in this country, at a peg- 
matite in Newry, Maine. Here small (one-half inch) 
erystals have been found with dull faces and parallel 
growths, specimens that would be thrown away by a 
beginner if they were any other color. They have grown 
in cavities in feldspar with green tourmaline, smoky 
quartz, and mica. Larger crystals have been found in 
Brazil in Minas Geraes and there are still bigger ones 
in Switzerland, but all are of dubious quality and could 
well serve as the subjects for a detailed microscopic 
study. These are matters of interest only to the academic 
mineralogist, the jeweler can content himself with. the 
knowledge that the material is common and cheap, that 
its principal use is as a decorative stone, and that its 
more important appearance in jewelry is as the raw 
material of the painted-back imitations of the more 
valuable star stones. 


LAY THAT HAMMER DOWN BABE! 
(From page 238) 





your beautiful neck, dust on quantities of powder, and 
then adorn yourself with a gold neck chain with lockei 
or pendant? The result is a black ring about your neck 
which the chemist will say is oleate of gold, but you tell 
us jewelers our 14 karat chain is brass. Oh me! 

Why will she throw her beautiful table silver en masse 
in the dishpan, with many other articles, like so much 
hardware, badly scratching it? 

Why will she stack up the dishes in the sink, perhaps 
the result of a late snack, to do them in the morning, but 
leave in water, perhaps, her hollow handled table knives, 
tisking the ravages of rust even with silverplating over 
the steel blades? 

Why does she measure a teaspoon of lemon juice, 
mustard, or sulphur, without cleaning it thoroughly, and 
immediately? All tarnish is dynamite. 

Why does the average woman, so dainty about her 
person, wear a diamond ring, or wedding band, caked 
with soap and other debris underneath the stones? 

Why does she throw her fine jewelry, all in a bunch, 
in her jewel box, like so many nuts and bolts, the dia- 
monds scratching and cutting her pearls, and other 
pieces, metal and stones? 

Why will she purchase, from some itinerant peddle:, 
a cloth containing mercury or quicksilver, and after 
using it on some of her silver that we sold her, appear 
at our store, and complain, but loudly, and not until we 
put her through the third degree will she admit that she 
is at fault? 

Why will she allow her fountain pen to lie on her desk 
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. . Is a habit with Barnett, 


--- Too! 


Perhaps because we, too, specialize in packaging, 
we have a great deal of respect for the lowly hen. 

She manages to do one of the world’s 

best packaging “jobs.” Perfect in appearance, 
perfect in function and on time, 

every time. 


Like the chicken, Barnett is constantly 

on the job, making delivery as promised, every time, 
on time. That’s one reason Barnett customers 

are so well satisfied . . . and since 

WE HAVE NEVER FAILED 
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WHEN PROMISED 
... we think we have 
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SUPPLIES for 
CASTING JEWELRY 


Cristobalite Investment Moulding Rubber 
Platinum Investments Stainless Steel Flasks 
and Binders Rubber Sprue Bases 

Pattern Waxes Casting Crucibles 


Melting Precious Metals Refining and Assaying 


Furnaces Fluxes : 

Crucibles Test Lead and Litharge 

T Assay Foil 
—— Scorifiers and Crucibles 


Asbestos Mittens Furnace Muffies 


We stock a complete line of supplies and equipment for 
casting, melting, refining and assaying precious mefals. 


ALEXANDER SAUNDERS & CO. 
Successor to J. Goebel & Co. Est. 1865 


95 BEDFORD STREET NEW YORK CITY 14 
BEEKMAN 3-6050 
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exquisitely designed heir- ™ 
loom rings of the Czarist 
and Napoleonic period... 
reproduced by expert 
craftsmen of today... ex- 
citingly different . . . un- 
usually romantic. Solid 
gold and faced with en- 
during brilliant enamel... 
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D. SCHNEIDER 


Antique and Modern Jewels 
74 West 46th Street New York 19, N.Y. 
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SYNTHETIC STONES 


Ruby 

Garnet 

Kunzite 
Alexandrite 
Blue Sapphire 
Rose Zircon 
Golden Sapphire 
White Sapphire 
Blue Spinel 
White Spinel 
Peridot 
Aquamarine 
Zircon 
Emerada 
Tourmaline 


Cushions 
Octagons 
Ovals 
Antiques 
Rounds 
Pear shapes 
Novettes 
Barrels 
Shields 
Hexagons 
Triangles 
Fan shapes 
Bar 

ANY SIZE 
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Precision Cut In Our OQwn Plant — 


One Of The Largest In The Country 


METROPOLITAN GEM 


CORPORATION 


Importers & Cutters of Semi-Precious Stones 


12 John Street 


New York 7, N. Y. 
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42MC-LotNo.513 


Capacity—1000 cerats 


Weighs 42 carats without 
weights. 

* 
Largest selection and vari- 
ety available from largest 
diamond jewelers’ supplier 
in the world. 


fe 
Send for latest catalog and 
price list today. 


1. KASSOY, Inc. 


7 West 45th St. 


NEW YORK 19, N. Y. 


“Makes no Compromise with 
Quality” 








A COMPLETE LINE. 
CUT ON OUR PREMISES. 






Manning Opal Corporation 
22 West 48th Street, New York 19, N. Y. 


Telephone BR 9-7199 
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for a day or so, with cap removed, so that the ink 
thickens and corrodes in the capillary feed, and she is 
ft to be tied, telling us our pen is no good? 

Why will she bring in her boudoir clock that has run 
faithfully for years, and tell us that it is just “wound 
too tight,” and that it doesn’t need overhauling? 

“Rut it’s sterling silver,” she keeps saying over and 
over, as she shows us her salt shaker which she failed tu 
empty of the salt, and clean thoroughly, after the com- 
pany had gone, and the top was practically ruined with 
corrosion. 

Why will she throw her stag handled carving set in a 
dishpan full of hot water, loosening up the cement in the 
handles which hold the steels in place? 

We have just thoroughly overhauled her wristwatch, 
at the reasonable prevailing price. We really had a 
tough job, finding trouble which needed material for 
which we should have charged her more money. We 
want to ring up the money and forget it, but she hounds 
us to tell her “just what the trouble was,” and ‘‘wasn't 
that quite a price for just ‘cleaning’ the watch?” Etc., 
ete. Well knowing her limited knowledge of mechanics, 
we sigh and say that we had to replace a corroded third 
wheel pinion. She says, “Oh, I see,” and seems to feel 
a lot better about the whole matter. 

There now, I’ve said it, and I’m glad. I will now go 
and hibernate for a few months until this thing blows 
over, and “the heat is off” as gangster plays would 
have it. 

In defense of womankind in general, may I say that 
they are not all, individually, included in this tirade. The 
men are not perfect as a class, by any means, either. 
But I must repeat, ladies, you are the most consistent— 
and yes, the most beautiful offenders, too. 

Move over, Napoleon! 





STORE TRAFFIC IS THE KEY 
(From page 240) 


of striving always for traffic has built a solid business 
foundation for the brothers; so much so, in fact, that 
they are looking forward to a day in the future when 
their store may be expanded on a large scale. 

Located three blocks off Canal Street, the main traffic 
thoroughfare of New Orleans, Leopold’s is a “natural” 
for workers in the many office buildings in its vicinity. 
Realizing that these people prefer to shop near their 
offices if they can get what they want easily, Alvin Leo- 
pold has taken steps to expedite the sale of the mer- 
chandise they want at the time they want it. The store 
hours are coordinated with that of the majority of offices 
in the vicinity so that the office workers may buy before 
reporting for work or after office hours. 

“We make it a point to offer every courtesy to our 
customers,’ says Alvin Leopold, “for it is the little 
courtesies that people remember. Just last week a typist 
in a nearby office called to ask if we could stay open an 
extra ten minutes so she might buy a birthday present 
for a friend. That lady, plus a considerable number 
of her friends, have since become very good customers.” 

Mr. Leopold also uses the traffic from five theatres 
within a block and a half of his store to advantage. “‘We 
have a constant flow of people passing our store to and 
from the theatres. By placing our name before the pub- 
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Smartly Styled 
by Probst 


No. 115 


Bracelets 
with 
Karrings 
to match 


*TWO-TONE 1-20 
12 KARAT GOLD 
FILLED 





Glamorous creations of captivating 
loveliness that definitely appeal — 
to fashion-wise women. A fast moving 


item paying handsome profits. 


Sold through Selected Wholesalers Only 
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PERSONALIZED 
BELT BUCKLE 
One-piece hond-made two or three 
letter monogrammed buckle. 


STERLING SHVER ..... 
GOLD PLATED ON STER 

10 KT. SOLID GOLD 
14 KT. SOLID GOLD : 
GENUINE PIGSKIN BELT .. . 

















Louis NEFF 


the ruby king 


740 SANSOM STREET PHILADELPHIA 6, PA. 




















SALESMEN WANTED 


by Manufacturer of Highly 








Styled Nationally-Known Pop- 
ular Priced Fashion Jewelry. 
Must be experienced, have 
strong following among jewelry, 
department and specialty stores. 
Choice territories open. Non- 
conflicting side line permitted. 
Our employees know of this ad. 


BOX "E., 119," CARE 
JEWELERS’ CIRCULAR-KEYSTONE 
100 EAST 42nd STREET, NEW YORK 17, N. Y. 














IAMONDS ror EXPORT 


ARBER ayo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, BE £4 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


ONDON, ANTWERP ann AMSTERDAM 








SILVERWARE 
REPAIRED and PLATED 
LIKE NEW 


Antique Finishing on Silverware 
a Specialty 


THE LUXE METAL CO. 


Silver Platers & Repairers 


112 West 44th St. New York 18, N. Y. 


—S—s— 


AS aN NARRATES PD AE NET EES MIME A CN RE 


THE JEWELERS’ CIRCULAR-KEYSTONE 





























lic frequently in the daily newspapers and carefully 
dressing our windows, we are able to turn these movie- 
goers into store customers. Our window is divided into 
several sections with a different type of jewelry in each 
section. This specialty form of display has a better ef- 
fect on the window-shopper and allows his jewelry pref- 
erences to center on some particular merchandise. It’s 
better than having rings, watches, religious articles and 
costume jewelry all in one spot. From the very begin- 
ning our windows have been re-decorated and re-ar- 
ranged often.” 

One display window projects its merchandise into the 
passageway of an office building that adjoins the store. 
The several hundred people working in this building 
must view this display on the average of four times 
daily. It is not surprising that a fairly large percent- 
age of his customers come from these workers. 

The traffic-building attractions bringer-inners fall in 
two general classifications—low-priced items and jew- 
elry repairs. A typical recent ad featured baby gifts. It 
was two-columns wide, by 60-lines deep. Head-lined 
“Rock-a-Bye Baby” and sub-headlined “Newly Arrived 
For That New Arrival,’ the ad pointed out the conveni- 
ence that baby food warmers offered and the value that 
would be placed on baby’s first pictures if kept in a 
frame. Those offered in the ad were economical. Crosses 
and chains, solid gold rings, baby cups and lockets were 
also featured. 

““The main purpose of these ads is to bring the aver- 
age housewife into our store seeking gifts and merchan- 
dise for her own use,’ Mr. Leopold points out. “After 
a customer picks out the merchandise he wants, we point 
out some other outstanding values. One gentleman came 
in here recently and asked to see the baby lockets we 
had advertised. The merchandise he asked to see 
couldn't compare with some of the higher-priced lockets 
we brought to his attention and he bought the locket 
that had the larger mark-up. However, in up-trading, 
were always careful not to be too strong else we drive 
trafic away, and we make every effort to sell our low- 
priced merchandise when a chance to up-trade a par- 
ticular customer seems out.” 


Other ads, using small space beeause the store hasn’t 
too hefty an advertising appropriation, run every Sun- 
day. These ads feature everything from men’s and 
ladies’ jewelry to pen and pencil sets and billfolds. 
Leopold’s repair work is done by a trade shop conveni- 
ently located in the same block. Thus, although the 
store has no repair department of its own, it can give 
practically the same service as if it had its own repair 
shop on the premises, a point which Mr. Leopold finds 
highly important. 

“The fact that we accept repairwork and can handle 


it promptly has frequently paid off in new sales, and 


sometimes we can steer these customers to other mer- 
chandise after they have left a watch, ring, or what 
have you, to be repaired,’ Mr. Leopold reports. 

“We've been gradually expanding since we opened 
our store and we have some big plans for the future, 
but we must coordinate our plans with our fianancial 
means. One sure thing—store traffic is what has built 
our business, and we're sticking always to the policy 
of playing for heavy traffic.” 


FOR May, 1947 












for big 
year-round 
promotion 





48 piece service 
Silver plated 
on 18% nickel 


Hit that terrific market with this sensationally 
low priced CANTERBURY Silver Plated Tableware. It’s 


got table appeal as well as price appeal; profit 
appeal as well as sales appeal. It’s CANTERBURY for 
prime profits NOW ESPECIALLY, in gift-for-the-bride 
season. Special Features... Silver plated on 18% 


nickel base; Stainless Steel Knife Blades. 


Service of 48 pieces: 8 STAINLESS STEEL-BLADE KNIVES, 
8 FORKS, 8 SOUP SPOONS, 8 SALAD FORKS, 16 TEASPOONS 


complete with attractive lined Silver Chest. 


1239 BROADWAY, NEW YORK 1, N.Y 





LOOK ... FREE NEWSPAPER MATS ON REQUEST. 
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(APPROVED BY THE UNDERWRITERS’ LABORATORIES) 


MODEL A-100 S MODERN as tomorrow, 
(ittustrated) 
SELF-STARTING but priced for today’s mass 
BELL ALARM market! . . . precision-made new 
Ivory or sags Self-Starter Sheldon models, housed 
in colorful, streamlined plastic 
cases Of tasteful simplicity. 


MoseLa A-101 
SELF-STARTING 


) 
the ae Exquisitely designed new models 
) 


soon to be announced—all carrying 
the SHELDON ONE YEAR 
GUARANTEE. Write for com- 
plete information and prices. 


Streamlined, 
Burgundy or 
Ivory 
$4.95 95 
MODEL K-200 
SELF-STARTING 


— — —<—— 


wit 'tche” p.3 SHELDON CLOCK CORP. 
4.95 29 E. Madison St., Chicago 2, Ill. 
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COSTUME 
JEWELRY 
SALESMEN 
WANTED 


Nationally Advertised Line Has 
Attractive Openings In All Territories 


Attractive proposition for top producers. 
Liberal weekly drawings against commis- 
sions. Sales experience essential. Must own 
car. No sidelines. Our promotions are 
featured regularly by important stores all 
over America... widely advertised in news- 
papers and leading fashion magazines. Ex- 
ceptional opportunity to make a change for 
the better. 


Apply by Letter Only Giving 
Complete Details 


ALPHA-CRAFT INC. 


303 FIFTH AVE., N. Y. 
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treamlined 


1. Modern S 
Design 
2. Heavy Construction 


3. Rigid Fabrication 
4. Steel Base - 
Available in two models wit 


sun 
and without ogg ‘cnn 
ray attachmen - 


i Rest. 
d with ‘slide 
ae complete specifica- 
tions and prices! 





Machine wi 
Attachment on 


LAWRENCE i. cook, INC. 


65 MASSASOIT AVE., EAST PROVIDENCE 14, RHODE ISLAND 











ee ee eee eee eee eee eee eee eee eee eee eee eee eee eee eee eee ee weet Nee eee tee eee oe Nm nee a ee 


WHOLESALERS-JOBBERS-IMPORTERS“ 


) English Hand-Hammered Pewter Hollowware 
} by George Lee & Co. and Messrs. Viners Ltd. 
. Fine Reproduction Shefheld Plate, Copper and 
) Brassware by important British manufactur- 
) 
) 


*Milady” 
Pewter 


) 

) “Craftsman” 
Pewter 
) 

) 





ers. Antique Silver and Plate. Visit our show- & 
room where all merchandise is on display. 


Prices back to 1939 level 


1 SOLE FACTORY AGENT IN U.S.A. 2 
C. BERNFELD 
28 West 37 Street New York 18, New York | 
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MADE TO U. S. ARMY SPECIFICATIONS)! 


ENR! 91495 


Sturdy 15 Jewel ELGIN men’s wrist watches. 
Waterproofed. Stainless Steel case. Unbreakable 
crystal. Sweep second hand. Fully reconditioned 
in every way possible. Made to meet U.S. Army 
Air Corps Specifications! At last, good quality 
watches, reasonably priced. MINIMUM ORDER 
6 watches, 20% deposit, balance C.O.D. Trice; 
$14.95 net. f 


L. J. THOMAS & Co. 


Dept. M-3, 12413 So. Harlem, Palos Heights, Ill. (Suburb of 
Chicago). 


(Reference: Dun and Bradstreet and Jewelers Board of Trade.) 
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AGS MEETS IN CHICAGO the science of gemology in North America by Dr. Ed- 
(From page 224) ward H. Kraus of the University of Michigan; a report 
on extensivé studies in fluorescent diamonds by Dr. 
matters affecting only the AGS membership, rather than 
the trade at large. These included the possibility of a 
-evision of the basic educational requirement for the title 
of Registered Jeweler of the American Gem Society, on 
which question the International Committee voted that 
either the complete courses of the British Gemological 
Association or the fundamental courses of the Gemolog- 
ival Institute would be accepted interchangeably. It 
was also recommended that the title of Certified Gemolo- 
gist be allowed to educators and laymen in certain speci- 
fied categories whose scientific achievements meet the 


standards of the Educational Committee. 





The conclave, which was the first in five years—the GIA Educational Advisory Board meets at luncheon at 
. : b int , alla nimi stevens Hotel, Chicago. From lower left, clockwise: W. D. 
annual series having a medias eae by the war—was Shipton, Dept. of Geology, Washington University, St. Louis; 
well attended and keen interest was manifested through- Ralph Holmes, Ph.D., Dept. of Geology, Columbia Univer- 
out both the business and technical sessions. sity, N. Y., and GIA resident and evening class instructor; 
| William F. Foshag, Ph.D., Curator of Minerals, Smithsonian 
Members appeared to welcome the opportunity to Institute, Washington, D.C.; Robert M. Shipley, founder and 
f t der e : Executive Director GIA; Edward H. Kraus, Ph.D., University 
— heir amee ae ae ae direction of Michigan, President of GIA; Betty Brown, secretary; Cor- 
and with the aid of the complete array of scientific nelius S. Hurlbut, Ph.D., Dept. of Mineralogy, Harvard Uni- 
instruments constantly available in the study hall, and versity; Chester B. Slawson, Ph.D., Dept. of Mineralogy, 
ail —— i al h b] University of Michigan; Richard T. Liddicoat, Director of 
groups hard at work were gathered about the tables at Education, GIA; Frank B. Wade, guest; and George Switzer, 
every one of the laboratory sessions. Ph.D., Director of Research of the GIA. 
A number of important scientific addresses on various George Switzer, Director of Research of the Gemological 
phases of gem stones were presented by outstanding Institute of America; and talks on the use of various 
authorities, including a discussion of the development of (Please turn to page 300) 





A COMPLETE SELECTION OF WATCHMAKER'S TOOLS 


AVAILABLE FOR IMMEDIATE DELIVERY 







































































Here are all the fine quality reliable tools used by better 
watchmakers and jewelers that are essential for repair- 
ing and manufacturing. 
0. 0 Aleohed Lame .cccccecese $ .75 29. | Set Needle Files 
2. | Pliers, Flat Nose ....... 1.60 COR ss ke. ecten codes 4.50 
3. | Pliers, End Cutting ..... 2.50 30. | File, Square, 4” Length, 
4. | Sleeve Wrench .......... 2.50 I eo < 
5. | Calipers and Wrench..... 8.50 90-0 ac cccveen sens 75 
6. | Poising Tool ........+..: 17.55 32. | Set of 3 Oilers, Foun- 
7. | Loupe, Mag, 2'/2”....... «50 inn cs Ségntes .90 
8. | Loupe w/2 Lenses, 33. | Serewhead File .......... .60 
SE =e 1.75 34. | Oil Cup, india .......... : 
9, Hand Remover ............ 3.50 35, | India Oilstone, Medium & 
10. | Set English Cutting SE Tle aie na madoneminnn 1.50 
Broaches (12 Ass’t Sizes).. 1.25 36. § Oilstone Slip ........... 90 
11. | Staking Tool—i00 37. | Set Movement Holders, 
Punches—20 Stumps ...... 72.00 i S| >= ESNet 2.70 
12. Roller Remover ........... 5.00 SO> 2 Brushes .. cc cc cccccee eS 
13. | Set of 3, Mainspring 39. | Anvil (Bench Block) ... 1.75 
WOE 660:0044080606000 6.50 40. | Micrometer. Gauge 
15. 1 Tweezer No. 3e.......... 1.75 (w/Metrie Measurements) .. 4.50 
1G. ( Tweezer Ne. 3 .........- 1-75 41. ' Collet Wrench .......... 1.25 
ie Ok cc ckesecese 5.00 i 8 POOR ees 125.00 
18. | Pin Vise, Double End ... 1.25 43. | Lathe Motor w/Rheostat. 30. 
19. { Pallet Stone Setter ...... 3.00 44. | Pithwood, Doz. Ass’t Box .25 
20. | Set Screwdrivers 18 size 45. | Pegweod. Doz. Ass’t Box .20 
to Jewel Screws ............ 2.75 4h. | Acid Roettle ............. 83 
21. | Movement Holder Adj-. 47. | Nit Staking Tool ....... 5.00 
 & {aera 2.95 QB. © Diee Bree .ccccccccccce ’ 
2??. | Set Bench Kevs ......... 1.50 49. | Cannon Pinion Tool ..... 75 
23. « Balanee Serewdriver ..... 1-73 50. § Aleohol Cup ............ .60 
24. | Hammer, Steel .......... 1.25 5!. ! Material Trav ........... .15 
25. | Hammer, Brass ......... 1.00 52. | Set of 12. Pivot Drills... .75 
26. | Combination Tool ....... 1.00 53. | Bench Kaife ............ 75 
27. | Each, Gravers, sizes 3, 4, 54. | Doz. Saw Blades ........ 75 
os S ¢ eer eee ea. .69 55. | Rettle Watch Nit ........ .60 
28. | Saw Frame ............. 2.25 56. { Bottle Clock Off ........ -50 
1947 CATALOG NOW BEING PRINTED! 
s . * . . 
: : B. Watch Attachments © Findings and Sundries © Diamonds 
: ae Jewelry ¢ Material Assortments ¢ Watch Materials 
: ewelry Boxes © Watch Cases © Dials 
Kendrick & Davis Tools e Watches ° Crystals 
JOBBERS IN WATCH MATERIALS AND SUPPLIES WHOLESALE JEWELERS 





5 SOUTH WABASH AVE... CHICAGO 3, ILL. © 220 WEST FIFTH ST., LOS ANGELES 13, CAL. 
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atinum diamond wotch & diamond attach., 92 dias., $2100.00 





cea a ee es — 
8 N73431—Platinum A a a. 7-430—Platinum diamond watch, 
“diamond eorrings, 2S cri «ae. is 58 diamonds, $1000.00 
67 diamonds in each * We eS > : its 
earring, $2800.00 


a. 2 


6 Yoo” | ’ 
N7.457——Diamond 
brooch, 64 dic ™ 
_ monds, $2000.00 _ 


Houve of Milner 


DIAMOND MERCHANTS 
Wholesale Jewelers 


ee SS ee eee , 728 SANSOM STREET 
JEW geld cnmmond weich attach. 10 diemands, $250.00 Be PHILADELPHIA, PA. 


se ‘an ce ah deat + i ~~ Phone: Walaut 2 1248-9 
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FOR MEMO SELECTION  é XS 4 _N7-401—Platinum 


diamond opai ring, 
Houve of Milner 


40 diamonds, 
DIAMOND MERCHANTS 
Wholesale Jewelers 
728 SANSOM STREET 
PHILADELPHIA, PA. 
Phone: Walnut 2 1248-9 


WRITE — WIRE — PHONE Ce 


ALL PRICES KEYSTONE. 
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They Moved In First— 





Interior of the Romm store 
was not completely finished 
for the opening.  Essentig| 
work was completed but the 
walls, trim and windows were 
left until later when time 
would be more plentiful. Note 
display cabinets along ep. 
tire left side of store. 





Modernization Could Wait 


N three months, Romm’s, Brockton, Mass., jewelers, 

have increased their business by about 50 per cent 
—largely as a result of moving to another and large: 
store, and taking advantage of the promotional possi- 
bilities thus created. Moreover, the management antici- 
pates a much larger increase in business as the full 
benefit of the expansion is realized, for there is still 
much more to be done in the new store. 

For 16 years the company had occupied quarters 
approximately ten by thirty feet in a small corner loca- 
tion which offered limited stock and display facilities. 
The new location is diagonally across the street, and 
provides the advantages of both heavier sidewalk traffic 
and much larger space for sales, display and service. 
The new store includes a salesroom 20 by 90 feet plus 
a workshop and storage facilities on the second floor, 
which adds up to a total of more than six times the 
former space. 

The proprietors, George W. Romm, president, and 
Abraham L. Rysman, treasurer, had had no intention of 
making a change at the time, but when the location was 
offered to them it seemed too promising to turn down. 
The opportunity came on November 1, and the manage- 
ment decided that in order to reap the full benefit of the 
larger and better location, it would be necessary to have 
the new store in full operation by the time the Christmas 
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shopping season began. November 20, therefore, was 
set as the deadline by which they must be installed in 
the new quarters. 

However, with less than three weeks at their disposal, 
it was obvious that there wouldn’t be time for a complete 
modernization of the new premises before moving in. 
Nevertheless, it was felt that the advantages of being 
in the new quarters for Christmas business far out- 
weighed the possible drawbacks, so it was decided to 
rush through the essential changes, and leave the rest of 
the work till later. 

The store had one lucky break in the fact that the 
premises were formerly occupied by a bank, so that there 
was an especially rugged vault all ready for use without 
any further construction. Display cases were hurriedly 
ordered from New York and local crews hustled to com- 
plete the rewiring and other essential renovations, such 
as fresh paint and new flooring. As will be noted from 
the accompanying photographs, the modernization of 
walls, windows, and ceiling were among the things that 
were postponed, as was also the installation of a new 
and modern store front. When these are completed. 
which will be some time this year, the management be- 
lieves that the beneficial effect of the new store will be 
even more pronounced. 


Opening day was right on schedule—Wednesdsy, 
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vs Cacia Uatrated are 10K Rolled Geld Plate: oe 





820L—Ladies’ Sport Case for 6x7 ligne, 6x8 ligne 
or 5l/, ligne old or new movements. 


e. ee - $20—Ladies' Case (takes 4MM cord) for 6x7 ligne, 
6x8 ligne or 5!/, ligne old or new movements. 


1148—Men's case for any 10!/. or lil, ligne 
movement, plain or sweep, thin or high. With heavy | ag 
flat top pressed crystal or plain crystal. 


> > 


































We manutecture a complete line of 

- rolled gold plate cases in all sizes, 
gold cases with stainless steel back 
& the famous Elite Waterseald Case. 

















Sompies on Request 


Cases are Available through Wholesalers 
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November 20. A full page newspaper advertisement 
heralded the event, and announced that $750 worth of 
merchandise would be distributed as gifts on “open 


house” day, including a diamond ring, watch, finger 


rings, silver sets, silver hollowware and _ billfolds—50 
prizes in all. More than 3,000 visitors, counting only 
adults, dropped in. 

As visitors entered, each one was given a slip on which 
to fill in his or her name and address. Deposited in a 
large container, the slips were drawn by the manager of 
the Brockton Chamber of Commerce for the awarding of 
the prizes. 

The interior of the store is in blonde oak. One entire 
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side is lined with wall cases, with no counters in front 
of them, thus bringing the displays within reach of 
customers and inviting inspection and “browsing.” 
Goods shown in these cases include such lines as plated 
and sterling flatware and hollowware, while watches, 
rings, costume jewelry and diamonds are in conventional 
floor cases on the opposite side of the store. A new 
cosmetic and perfume department and a new electric 
appliance department are to be added within a few 
weeks and the management is considering putting in a 
china and glass department. 

Prominently placed over the diamond section is a 
hand-lettered parchment rendition of the Romm “Code 
of Ethics” which has been featured for a number of 
years as a builder of the store’s reputation for integrity 
and reliability. The code was also played up in promi- 
nent central location in the full page newspaper adver- 
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This ad was used by Romm's to pub- 
licize opening of their new store. 
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Another view of the interior of 
Romm store, showing the counters, 








There wasn’t time to fix up their 








new store completely and ecateh the — 


seasonal trade as well, so Romm’s, 





Brockton. Mass.. coneentrated on 


essentials, let miner matters go. 





by MILDRED S. SULLIVAN 


tisement which announced the formal opening. Its six 
points are: 

1. To deserve your confidence by rendering services 
based on the highest standards. 

2. To maintain our reputation for giving quality mer- 
chandise and sound values. 

8. To adjust promptly any cause for dissatisfaction 
with complete satisfaction for each purchaser as our 
goal. 

4. To avoid any exaggeration or misrepresentation by . 
word or inference so that you will solicit our advice with 
complete trust. 

5. To make every transaction a stone in the founda- 
tion of confidence. 

6. To apply the principles of the Golden Rule in all 
our transactions. 

Romm’s was founded in 1900 by Alexander Romm 

(Please turn to page 336) 
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EXPANSION BRACELETS 
with REAL LOCKET centers 












Call them bobby-soxers, the younger 
generation, teen-agers, or what you will, 
ral » f ; \ i < 4 . e 
— from ech | ratte they love things that are created just tor 
wholesaler, in a variely of spark- | ee 
ling finishes. Bracelets 1/20 12K them. And, WRISTEEN is exactly 
Gold Filled front and back. that . . . created for the 15-to-19 age 
LOCKETS TO MATCH group. 
in 1/20 12K Gold Filled. 
* _— Real locket centers, not dummies, add 
Boxed individually or in sets. 
to the eye-appeal ... to the Sales 
APPEAL. 
= You will benefit in the sale of ‘ 
all MARVEL jewelry by our 
consistent consumer adver- i 





tising. 


*Registration applied for 





MARVEL JEWELRY MANUFACTURING CO., PROVIDENCE 
Exclusive Export Agents: THE BORSALETTI COMPANY, 6 E. 45th Street, New York, N. Y. 
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THE INTERNATIONAL NICKEL COMPANY, INC. : 
67 Wall Street, New York 5, N. Y. 
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COLD FILLED 


ALA 


ROLLED GOLD PLATE 


A Pure Nickel base for Gold Filled and ‘Rolled Gold 


Plate is your assurance of durable jewelry. \, 
4 
. . X > > 
The Nickel base means you have corrosion-resisting 


> 


> 


metal all the way through. \ 


%, 


Gold on Nickel is a versatile metal. It can be readily 


y 1 \\\ 
™ \ 


worked into fine jewelry of the most delicate design. 


Pure Nickel also is a quality base for Silver, 
Palladium and other metals used in filled or 


rolled plate. 
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They'll Fix 


That’s the boast of Alma Service 
Co... New York, and the number of 
unusual requests they had among 
the 432,000 repair jobs they did 


last year alone, bears them out. 


er OU smash ‘em—we fix ’em,” was a sign that 
used to be seen quite frequently in front of 
roadside garages to advertise the fact that they could 
do any and all kinds of repair work on automobiles. 
The same sign might appropriately be hung over the 
entrance of the Alma Service Co., 72 Bowery, N. Y., 
though in the latter case the smashing and fixing would 
refer to items of jewelry store merchandise. 

In fact, Alma does have a sign and a trademark that 
approximates the same idea. It displays the wording “You 
Send It—We Repair It” circling about a photograph 
of a little man with more arms than a potato bug and 
holding a different item of jewelry merchandise in 
each hand. 

The company boasts that it can repair anything and 
everything sold in the jewelry store, from chronograph 
watches to radio sets, and from diamond rings to pen 





298 


Receiving department of the Alma 
Service Co. The variety of work 
that arrives daily can be seen. 








A corner of the setting department of Alma Service Co. 


and pencil sets, cigarette lighters, cameras and plated 
silverware, to name just a few. 

Trade shops specializing in watch repair work for the 
retail jeweler or concentrating on some other one line 
of jewelry work, such as ring mountings, silverware, 
or clocks, are common; but a shop that fixes all these 
and dozens of others in its stride is unusual, to say 
the least. 

Some four years ago, Al B. Greenberg, who, as gen- 
eral manager of a large chain of jewelry stores, had had 
considerable first-hand experience with the retailer's 
problem of handling a wide variety of jewelry repairs, 
conceived the idea that the jeweler would find it a real 
service to have one shop to which he could send any and 

(Please turn to page 838) 
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FITS 
RIGHT 
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PERFUME DISPENSER JEWELRY 


LEAK-PROOF LINE 


Mode! “100” 
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Attractively 
Priced... 


2.95 


No Luxury Tax 


¢ Shiny Gold Plated 
¢Rhodium Plated 


SALESPEOPLE: 


A flattering accessory for 
Milady and every modern Miss. 


STORES: 


New outlets invited. 


Sales promotional helps 
rnished. 





GRAND PRODUCTS CO., 57 WEST GRAND AVENUE, CHICAGO 10, ILL. 
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AGS MEETS IN CHICAGO 
(From page 289) 


instruments in gem identification by Jerome B. Wiss, 
C.G., Dr. Switzer, Richard T. Liddicoat, Jr., GIA’s 
Director of Education, and Dr. Ralph Holmes of Colum- 
bia University. 

Dr. Chester B. Slawson, of the University of Michi- 
gan, reviewed the art of diamond cutting as practiced in 
the 18th century. 

Especially interesting to members who are merchan- 
dising-minded was a helpful talk by Mrs. Gladys Han- 
naford on how to lecture on diamonds. Mrs. Hanna- 
ford, speaking from the vast background of her owp 
personal experience, gave many valuable pointers to 
the jeweler who is called upon to make talks before 
women’s clubs, luncheon‘clubs, and the like. 

Another feature that attracted much interest was a 
demonstration of the art of diamond cleaving by Lazare 
Kaplan, internationally famous diamond cutter, and his 
son, George, who assisted in the demonstration. 

The Educational Advisory Board, following its lunch- 
eon meeting on April 1, announced that two outstanding 
scientists have recently been added to that board. Dr. 
William H. Barnes, Associate Professor of Chemistry at 
McGill University and Fellow of the Royal Society of 
Canada, becomes a Canadian Board member. Cornelius 
S. Hurlbut, Associate Professor of the Department of 
Mineralogy at Harvard University, who is also secretary 
of the Mineralogical Society of America, and a Fellow of 








3121 FULTON STREET, NEW YORK 7, N. Y 


the Mineralogical Society of Great Britain, is the othe; 
new member. 


Also announced by the committee was the appointment 
of Robert A. Allen, Jr., to the office of Examining Board 
Secretary, for one year beginning May 1, 1947. My 
Allen will be in charge of the grading of final examina. 
tion papers submitted for the degree of Certified Gem- 
ologist of the AGS. He is a graduate of the University 
of Michigan, having received his BA degree in minera]- 
ogy and has since completed the entire course in gemol- 
egy of the GIA. 


A total of 261 were registered for the conclave, 


_ -- 


SPACE PRESSED JEWELER " 
(From page 244) | 


His teeling in the matter is that a competent repair job 
builds customer confidence. And a person with conf- 
dence in the store will not hesitate to make watch and 
jewelry purchases there. A history of successful trade 
building backs up Mr. Rogers’ theory. 


In addition to ordinary watch repairs, The Time Shop 
refines its timepiece specialization still further with an 
extra-attention repair service for valuable old clocks. 
In this case, the location of the store is a distinct advan- 
tage because the shop is situated right next door to a 
downtown parking lot, so that customers may drive down 
with the heavy clocks in their cars and bring them into 
the store without having to lug them any distance. 


Time Shop customers, whether clock-lovers or not, 
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SILVER, 








Have you ever stopped to consider what becomes 
of all the old gold, silver, platinum, etc? The people 
who pass your store have more or less in the way 
of obsolete discarded jewelry. 


Let people know that 
you buy old gold 


Jewelers throughout the country ship their old gold, 
filled and plated scrap, etc., to us and receive cash 
by return mail. It is dependable service—the kind 
that enables them to serve their customers satis- 
factorily. 


We need old gold and silver to keep our plant work- 
ing at near capacity. Our facilities are modern 
and our check is truly representative of the values 
contained in your lot. 


That is why jewelers continue to ship direct to 


i poe oo lhUCl DS 5 ee 


DEES,CO. 


J . 
(/ COCO. etal) 
REFINERS MANUFACTURER 


STREET... CHICAGO = 


OLD GOLD 
PLATINUM 








tend to be loyal customers anyway. The friendly, homey 
atmosphere of the store extends to the character of the 
service. Salespeople are all jewelry and watch special. 
ists so that they can discuss a customer's problems wit), 
true understanding. Service is prompt and efficient, Be. 
cause of the lack of room for customers to browse, clerks 
ascertain a shopper's interests and smoothly bring oyt 
the correct lines of jewelry. Sales are closed in ¢ 
friendly manner and with no lost time—an important 
point, because very often the space occupied by the 
present customer is needed by another one coming in, | 

The interest displayed in the customers’ desires, added 
to the all-out effort at efficient service and repair work, 
makes for satisfied patrons, good for many repeat visits 
and sales. 

In addition to keeping his old customers, however, 
Mr. Rogers is progressively adding to the list. For the 
purpose of bringing new trade into the store, The Time 
Shop uses both newspaper and radio promotion. Small- 
space newspaper advertisements run on a regular sched- 
ule in the two Tucson dailies. These insertions do 
double job: they feature some specific item for sale, and, 
at the same time, promote the store institutionally as 
Tucson’s watch and clock headquarters. Radio adver- 
tising, most naturally, consists of time signals, which 
are broadcast daily at varying intervals over KVOA. 

By using these varied methods, then, The Time Shop 
has managed to alleviate the pressing problem of insufi- 
cient space. However, nothing but a new building—and 
that under present conditions is still in the dream stage 
—will ever completely solve the difficulty. 





SIX STEPS IN SELLING 
(From page 248) 


imposible, but try to satisfy all the hopes and desires 
that are running through your prospect’s mind. 


USE EXAMPLES 


The conviction part of your sales talk needs plenty 
of examples to keep it lively and to prevent yawns from 
your prospect. 

Get under his hide by saying, “Last year Mrs. Jones 
bought one of these outfits and this is what hap- 
pened...” 

Or, “You know Bill Smith, don’t you? Well let me 
tell you what Bill said about this...” 

Or, “We have sold this silverware to 217 people right 
here in this community. Here are their names and ad- 
dresses; ask any of them what they think of it and why 
they keep on buying additional pieces of it.” 

Use plenty of such examples. They liven up a sales 
talk. The more human interest you can pack into your 
story the closer attention your customer will pay to 
what you say. 

Actual experiences are always convincing. Use them. 
Don’t just make claims—give evidence that the claims 
are truc. 

Many sales people are vague or general in their re 
marks, but it is more interesting and much more con 
vincing to be specific. 

I once asked a retail jewelry store salesman how long 
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What Is 


a 


Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without 


The Incabloc can be adjusted to all watches, giving ebsolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resisiance equal fo that of the other 
parts. This device ensures greater solidity fo all watches, increasing 
their working capacity as well as their value. A waich without 
the Incabloc is old-fashioned, lacking an admisable technical 
improvement due fo modern horological science. 





(| 






How it works 


The function of the incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man jumps 
stiffly and will be subjected to a mos? violent shock. The athiele 
executes a flexible movement and suffers no prejudice. The principle 
of the Incabloc is greatly similar to the movements of the athlete. 








poe. ae) Now look how it works in the movement 


The Incabloc maintains the two pivots of the balance in their 
centered position but. allow them to shift around, under the 
influence of a shock coming from any direction, until the mos! 
resistant paris of the balance rest against the banking-pins. imme- 
diately after, thanks fo the pressure of the Incabloc spring, the 
balance automatically resumes its original centrical position. These 
minimum movements represent 5 fo 7/100 mm. but ere sufficient 
to eliminate the danger of rupturing. 
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PVC ABLOU Sas ITS POPULARITY 


All paris are made with e maximum tolerance of aboul one theu- 
sandth of ae millimeter. Special apparatus is used, enlarging ell 
parts 50 times, allowing most careful checking. 

Of course all parts are interchangeable— @ great edveniage to 
waichmakers. 

1? is the mos! widely spread system, used in over 1Omillion watches, 
giving proof of its efficacy. its numerous imitetions — enother 
prool of its quality — have never come up fo the reel incabloc. 


The block 





Because of the block-bed, the Ince- 
bloc shock protector is c ein 
itself, containing all the ts 


shown here, held together by the 


Incabloc spring 


A remarkable discovery in itself. 
Exercises an evenly end carefully 
calculated pressure. Does nol react 
under minimum shocks, bul e fall 
of about 7 inches sels the ince- 
bloc mechanism in motion. 
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FOR HONEST RETURNS 


IN 


SWEEPS © 
FILINGS 
SCRAP 


| GOLD PLATINUM 


JOSEPH B. COOPER & SON 


PRECIOUS 


Smelters 


FACTORY: 26 JOHN STREET 
RROOKLYN, N. Y. NEW YORK CITY 

















DO YOU WANT TO 


SELL 


YOUR BUSINESS? 


Would you like to sell-out and take it 
easy? If so, we’re just the people to help 
make it possible. Our business has been 
good and we're expanding... and, 
as a consequence we are interested in 
acquiring more jewelry stores to operate 
as a going business. We'll pay highest 
cash prices for your store and fixtures. 
All inquiries confidential. 


Write, Phone or Wire at 
Our Expense 


CHARLES SHANE, Jr. 


and Associates 


234 EUCLID AVENUE 
CLEVELAND, OHIO, Phone CHerry 5811 


ee ~ 2 eS SS 





his silver-plated thermos bottle would keep the content, 
cold, and he answered, ‘‘I don’t know, but it’s a heck of 
a long time.” | 

Apparently it was too much bother for this salesmay 
to have exact facts and figures at his finger tips, so like 
too many salesmen he just indulged in a generality. He 
stated it picturesquely but not convincingly! I didn’t 
buy! 

Once I went into jewelry store to buy a jewelled 
clip for my wife’s birthday. The clerk showed me one 
that was almost twice as expensive as another one that 
looked about the same to me, and when I asked “Why 
is this better?” he said ‘Because it costs more.” 

That was such a stupid reason that I bought the 
high-priced one just to make sure I was getting satisfac. 
tory quality—but most people won't do that. They'll 
take the cheapest item or walk out instead! 

Why use such broad generalities as “‘very high grade” 
or “best quality” when a little work and study will make 
you an expert on what you are selling? 

Then you can be specific; then you can state facts 
right to the point. Then you will be more convincing 
and more successful. 


(To be continued ) 


TURQUOISE FROM THE RESERVATION 


(From page 252) 


responsible for the steady demand of turquoise by pri- 
vate lapidary shops, though he may in some instances 
cut some of his own stones in his own plant. However, 
whether he cuts his own stones or buys stones turned out 
on contract by private lapidaries, or both, the result is 
much the same in terms of turquoise consumption. He 
is the chief buyer of stones, usually oiled, cut from tur- 
quoise selling for $10 per pound or less. There is a grow- 
ing tendency to raise the grade of stones used in this 
jewelry, but -the use of really fine stones is rare. 

The professional lapidary turns out large quantities 
of stones for sale to the manufacturing jeweler, who 
assures him of a ready market and steady income. The 
lapidary buys the best turquoise available, reserves the 
cream of each lot for his own use, and cuts the remain- 
der into the standard sizes demanded by the manufac- 
turer. As every lot of turquoise contains low grade 
material, he seldom has to go out of his way to buy it. 

Most lapidary shops have arrangements for dispos- 
ing of their best quality stones advantageously. They 
frequently employ a silversmith or give their stones to 
a local man in exchange for a share of the finished jew- 
elry. In any event, the lapidary receives a substantial 
portion of the retail value of his finest stones. 

The foreign market for turquoise is potentially im- 
portant but there never before has been enough Ameri- 
can turquoise available to make its export possible. 

Turquoise occupies much the same place in the orna- 
ments of the Near East as it does in the Indian jewelry 
of the United States. Egypt, since prehistoric times, 
was noted for her turquoise. Her mines have long since 
been depleted but her people’s regard for the stone con- 
tinues. Persia for the past few thousand years, has 
supplied the Near East with some of the finest turquoise 
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WAY BAR HAND 


MEASURING JIGGER 
ICE CRUSHER 

BOTTLE CAP REMOVER 
CORK SCREW 
MUDDLER 


it's a complete BAR accessory all in one! 








INDIVIDUALLY GIFT BOXED 
Packed 1 dozen to carton for counter display 
Wholesale:  tighty polished Brass $12.00 por dex. 
High chrome $13.50 dexz. 
Write for Full Line of Bar Accessories 


IMMEDIATE DELIVERY 
Jobbers Price on Request 


EMSON PRODUCTS CORP. 


BRIDGEPORT, CONNECTICUT 














KINGSLEY 


WORLD’S FINEST MONOGRAMMING MACHINE 


STAMPS EVERYTHING 
including 


Feuntain Pens 
Leather Geods 
Writing Papers 
Book Matches 
Nepkins 

Ames Cards 
Gift items 


Right in your 
own store 


WHEN YOU BUY A KINGSLEY, 
yew get a time tested, treuble-free machine 
end a reliable seurce of type, feil and service. 
Mere then 12,000 Kingsleys new in vse. 
Write for Catalog ond idees 
en Monogrammed Promotions 


EASY TO OPERATE 


KGET C bf < Nine AHN Co 








known; minor amounts are also produced in Palestin, 
and Afghanistan. 

Despite current political troubles, a small trickle of 
Persian turquoise is entering the United States. Should 
its extensive production be resumed it is unlikely that 
American stones could compete with it either as to qual- 
ity or price in the Near East. It would, in addition, 
very seriously affect the price of domestic stones, par- 
ticularly if it be widely used by manufacturing jewelers, 

China has long been noted for her carved turquoise, 
most of it being either very fine, ranking with the Per- 
sian material, or very poor. The latter is ordinarily 
artificially colored. Prior to the war, China imported 
tons of rose quartz, tiger’s-eye, malachite, etc., to be 
carved into ornaments and statues. During the war 
great deal of newly-discovered American nephrite jade 
was purchased by the Chinese to be shipped to China 
for cutting after hostilities ceased. Although current 
conditions make the exportation of turquoise impossible, 
there is every reason to believe that as soon as China’s 
internal conditions improve, it will become an impor- 
tant market. 

There was, prior to the war, a steady demand for 
mediocre to good turquoise on the part of Germany, 
France, and Italy. Germany cut and dyed it in quan- 
tity much as she did Brazilian agate, and as cheaply. 
France and Italy specialized in carved turquoise, using 
better grade stones than did Germany. Recent inquiries 
from abroad indicate that this market, at least in the 
two Latin countries, still exists. 


COLOR MOST IMPORTANT VALUE FACTOR 


The most important single factor governing the value 
of turquoise is its color. Blue is the most desirable shade, 
the deeper and the purer it is from inclusions, the better. 
Much turquoise is a decidedly greenish blue, grading 
into pure green. Although this greenish-blue is the 
most typical color usually associated with turquoise— 
most probably because there is more of it around—it 
is not as desirable as the pure blue shade and virtually 
halves the value of the stone. Pure green is in even less 
demand, being unsalable at all in some markets. 

Blue turquoise is quite unreliable at times; a stone 
of apparently excellent color may, on being cut and 
polished, become many shades lighter for no visible rea- 
son. Stones from certain localities have a reputation 
for doing this; Castle Dome material transgresses in 
this manner rather frequently. 

Some rather weird procedures have been followed to 
turn greenish stones blue and to deepen the color of 
pale blue stones. Dyeing has been tried but it was found 
that th: colors faded rapidly. Primitive man found that 
he could deepen the color of turquoise by oiling it and 
little improvement has been made upon his technique. 
The finished stone is dried and then placed in a bath 
of hot mineral oil for a period of time. The result is 
excellent and all but the hardest and bluest stones are 
oiled by the average lapidary as a matter of course. 
However, oiled stones revert to their original color 
within a year or two, as the oil evaporates. 

Dyed stones should not be confused with oiled ones. 
The former contain an external coloring agent while the 


(Please turn to page 315) 
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HAND ENGRAVED BELT BUCKLE. ‘SETS 


{688 > Btosling Silver «iy i... ess eels 7 $2.80 
#582. Sterling Silver .. ee. We $3.15 


= #583. Sterling Silver with plate De oe Se 
~ #590 renin with Gold Overlaid =e me 


#500 Western Belt. Russet. End Tapered to %". 


.. $3.50 
. $9.00 


HAND: ENGRAVED WATCH ‘STRAP. BUCKLES 


#51. Sterling Silver .... > ~ 8", air Se, BLO 


“#52 Gold Plated Selling eet 36! 6's $2.25 
#53 Gold achese4 Sterling’. me, a ee . $4. 00 


+ AUTHENTIC WESTERN BELTS. 
$1. 15 
*501- Hand Painted. Russet and Soroves ae ppt. 


“HAND CARVED WATCH STRAPS — COMPLETE 


-#10B Sterling Silver Buckle, Russet Leather’. . $2.50 


ay? co. ¢ 8B ame as shove, with. two-tone leather... $2.75 
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ALL ABOVE ITEMS INDIVIDUALLY PACKAGED 


FOR May, 1947 





AVAILABLE FOR IM MEDIATE DELI VERY 
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A complete line of watch bands in pigskin, calfskin, - 
cordovan, alligator, lizard, and sharkskin, with. the ae 
following choice of buckles: gold plated, gold filled, ee ‘sh a 
sterling silver, and sterling silver with gold overlaid, : eo 
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WATCH ATTACHMEN 
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“Extra Silverware Items 


Are Going Into Production 


Survey of silverware manufacturers by JC-K diseloses that 


some firms are already producing a trickle of serving pieces 






and fancy individual pieces; others plan production shortly. 


OU’LL soon be able to fill, at least in part, those 

demands of your customers who have been clamor- 
ing for serving pieces and fancy individual pieces to add 
to the basic place setting items which is all they have 
been able to buy for the past several years. This fact is 
clearly brought out by the results of a survey that 
has just been completed by Jewreters’ Circuvar-Key- 
STONE among all of the ieading manufacturers of silver 
flatware. 

Practically all the larger firms have at least some of 
these items already in production in at least some of 
their patterns, and are planning to add other pieces 
as rapidly as possible during the next few months. 

The quantity available, is, however, still very limited; 
and most, if not all of the manufacturers, are supplying 
these pieces only on an allotment or quota basis. This 
condition may continue for some time, but at least a 
start has been made and the situation should grow pro- 
gressively easier. 


Here are the details as stated by these manufacturers, 
who are listed in alphabetical order: 


The Gorham Co.:— Table spoons now in produc- 
tion and have been available since September 1946. 
Iced tea spoons went into production on January 1, 
1947, gravy ladles and cold meat forks in March 1947, 
and butter knives, sugar spoons and jelly servers in 
April 1947. 


However, except in the case of table spoons only 
limited quantities of the foregoing are available and all 
are being shipped under allocation. 

Oyster forks will become available in the Gorham 
lines during May and June, 1947, coffee spoons will 
be added to the list about August and the balance of 
the items, such as salad spoons, salad serving sets, lemon 
forks, etc., will follow as rapidly as production facilities 
permit. 


_ International Silver Co.:—Production of extra 
pieces will at first be confined to the sterling silver line 
only. Table spoons are already being produced and iced 
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tea spoons and gravy ladles are now starting to be made. 
Production of items including oyster forks, dinner knives 
and forks, and cold meat forks will begin during the 
late summer and early fall, but because of the backlog 
of unfilled orders for these extra pieces, it will probably 
be a considerable time before they can be shipped 
except on a quota basis. 


Samuel Kirk & Son:—Unlike most silversmiths, 
Kirk managed to keep at least a few of the more im- 
portant serving pieces in production throughout the war, 
and on February 1 announced several additions to this 
list. 

Items currently in production in addition to the 
standard place setting pieces are: baby forks and 
spoons, berry, bon bon, sugar and table spoons, butter 
knives, jelly servers, cold meat forks, gravy ladles, 
lemon forks, mayonnaise ladles and salad serving forks 
and spoons. | 

It is hoped, the company states, that they will be able 
to add still further serving pieces to the line in the rea- 
sonably near future and that by fall they will be well 
along toward normal production. 


Lunt Si! versmiths.:— Table spoons have been in 
constant production and a number of other items were 
added to the line on January 30, 1947. These include 
dinner knives and forks, coffee spoons, iced tea spoons. 
oyster forks and 12 of the most important serving 
pieces. However, as with the other silversmiths, the 
additional items are not yet available in unlimited quanti 
ties because the demand for place setting items continues 
far beyond that of normal times and those six basic 
pieces, says Lunt, must necessarily have the right of 
way through the plant. In fact, even the basic place 
settings, like the extra pieces, continue to be supplied 
on a rationing arrangement based on the dealer's past 
purchases. 


Oneida Ltd.:—A number of items were added on 
March 1, 1947 in each of the three currently active pat- 


terns of‘Community Plate. These include.dessert spoons, 
(Please turn to page 842) 
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“A beautiful day...a wonderful man...and 

the most perfect wedding presents any bride 
could wish for! Dad and Mother bought me my 
first Gorham Sterling place-settings in that 
lovely Nocturne pattern...and everyone’s been 
matching and adding to it! Imagine having 
Gorham solid silver to use every day! Mother says 
when I get out of my whirl, I'll really appreciate 
the quality of Gorham Sterling that has 

made it the finest sterling for over a century.” 
To start someone on her sterling way; 





‘@ THE MODERN WAY ¢o start sterling is 
y, to buy in units of place-settings, each con- send for ilustrated book, “Entertaining—the 
sisting of six pieces, as shown above in Sterling Way,” 10¢ (outside U.S.A. 40¢). 
Gorham Nocturne. With a few place-set- Address The Gorham Company, MA-57, 
tings, you can use your silver immediately. Providence 7, Rhode Island. 


fouham 


STERLING @%@ . fees 
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AMERICA’S LEADING SILVERSMITHS SINCE 1831 * Hiustrased: five of tha 
Listen to the Bride and Groom program, ABC, 2:30 p.m. Eastern Standard Time, Monday through Friday. twelve Gorham patterns... iS 


yy OW obvtrt | Sing duh to the pemanitic appeal rf thes 


TiE IN WITH GORHAM= THE BEST KNOWN NAME IN STERLING 
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Mr. and Mrs. John Crane, 
oldest couple to register 
in contest, are shown re. 
ceiving a 119-piece dinner 
set from S. M. Stevens, 
manager of Peter's store. 


The Easier the Better 
Gets Results in Contest Promotion 


An up-to-the-minute mailing list plus plenty of free publicity 
was obtained by simple promotion stunt that Peter’s Jewelers, 
Philadelphia, carried out at a minimum cost to the store. 


MARRIAGE contest was profitable in many ways 
for Peter’s Jewelers of 56 West Chelten Avenue, 
in the Germantown section of Philadelphia, according 
to Stephen Stevens, store manager, and Harry Kasdan, 
credit manager. This store is one of a chain of five 
credit jewelry stores including one in Upper Darby, 
Pa.; one in Buffalo, New York, and two in New Jersey. 
They are originators of many profitable sales promo- 
tion schemes, and this one has proven so successful that 
they plan to make it a regular feature, repeating it 
about every six months. 

The theme of the contest was “I'll Always Love 
You,’ which was the name of the picture at a moving 
picture theater a few doors from the store. It was 
the picture that gave Mr. Stevens the idea. He placed 
a sign about three by six feet in front of his store on 
the sidewalk announcing: 

“Were You Married in November?” in large head- 
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by ANNA M. ROBBINS 


lines. It went on to explain that to each couple mar- 
ried in November, Peter’s Jewelers would give two frec 
tickets to the movie, “‘I’ll Always Love You,” then play- 
ing at the theater. To the couple married the longest, 
who were wed in November, a 119-piece dinner set 
would be presented. 

The cost of promoting this contest was slight in com- 
parison with the results. Regular daily advertisements 
in the local newspapers carried the announcement; but 
no additional paid advertising was needed. The tickets 
were purchased at the standard box-office rate, in quan- 
tity. But a pre-arranged agreement permitted the rte- 
turn of unused ones for a full refund. The theater 
devoted a billboard in the lobby to announce the con- 
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Supporting this year’s pro- | 
nounced trend to Modern home 
furnishings and fine home 
appointments, Lunt’s ever-popular 
MopERN CLASSIC pattern rejoins 
the line. National advertising of 
MoperN C1assIc starts in June. 
NOTE: Because the demand 

continues far in excess of our ~- 
peak capacity, we, for the present, 
are unable to establish any 


additional outlets. 


ae 


COLONIAL MANOR 
WILLIAM AND MARY 
AMERICAN VICTORIAN 
ENGLISH SHELL 
MODERN VICTORIAN 


GREENFIELD - MASSACHUSETTS 





MODERN 
CLASSIC 
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Samples of ads run by the 
store announcing the con. 
test, left, while below 
is some of the publicity 
given store by newspapers, 
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test which featured the name and address of the jeweler 
sponsoring it. 

Although many people are a bit skeptical of con 
tests, or just too lazy to write sentences, guess beans, ‘ 
or appear for a raffle, this contest seemed to win the 
cooperation and confidence of the public. It was origi- 
nal, but it was more than that—it was easy. No think- 
ing, no guessing, no writing. The only requirement was 
that contestants register at the store and bring their 
marriage license or some other proof of a ceremony in 
November. Besides, it had to be honest. Customers 
were confident that it would be hard to fool them on 
such a simple thing, and such a definite, publicly known 
fact as a marriage date and place. There was nothing 
left to judgment, no decisons for anyone connected with 
the store to make. The public was certain that this 
contest was fair, as evidenced by the complete absenc« 
of any unfavorable comment, and the hundreds of favor- 
able words. It had one other strong point—everyone 
who entered won something. Only those who were mar- 
ried in November were invited to enter, and everyone 
who did enter received two free tickets for this little 
effort. 

Nothing was changed in the windows or counter dis 
plays. Those who were interested naturally walked up 
to the counter and asked the manager or an employee 
about it. He drew out the registration book and asked 
to see their license. This book was kept behind the 
scenes and no customer was permitted to read it so that 
the earlier dates registered could not be passed around 
publicly to discourage those married later from regis- 
tering. While he registered their name, address, place 
and date of wedding, Mr. Stevens engaged the couple 

(Please turn to page 842) 
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> « Watson’s large scale national adver- 

tising in LIFE features this month a pattern inspired 
by original masterpieces of Paul Revere. This lovely 
Colonial design—Colonial Fiddle—will serve as an 

ideal introduction for your customers to all Watson 
Sterling —twelve outstanding patterns in a range of 
styles to please almost any taste. 


Watson is telling the story of these patterns— 
“Modern Silver with the Beauty of Old Masterpieces” 

—in LIFE on May 5th, June 2nd, Sept. 8th, Oct. 13th 
and Nov. 10th. Get the most from this campaign to 
over 22,550,000 readers per issue. Tie your Silver 
Department in by displaying Watson Sterling on 
your counters, in your windows. You'll find it’s an 





easy way to increase’your Sterling sales. The Watson 


Company, 857 Watson Park, Attleboro, Mass. 
This ad appears 
in the May Sth 
issue of LIFE 


magazine. 








MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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THEY SAY all brides are beautiful. Please, 
let that magic work for me. 


And it will...if the things that are in 
my heart shine through in my face. 


When did I fall in love with Jim? It’s 
hard to remember, now. Maybe the day 
our sailboat got stuck on a sand bar. Or 
that moment at the dance, when the mu- 
sic stopped, but we didn’t step away... 


Oh, it had to come out like this. Not 
just because we have such fun together, 
or even the wonderful romantic part, 
but because Jim and I are so alike in the 
way we want our life to be. 


We've no rich relatives toendow us, but 
we'll do things right ourselves. A small 


wedding... but a church one. Just four 
place settings in my beautiful Interna- 
tional Sterling pattern...but solid sil- 
ver, to last a lifetime. 


Here comes that little glow I always 
get when I remind myself I own real 
sterling ...when I think how proud. Jim 
and I will be to use it, and to have other 
people see it. 


And years from now, when my grand- 
children look at my wedding picture, 
they'll have another tradition: my even- 
more beautiful International Sterling... 
truly “family silver.” 


* ad « 
When you choose your lifetime silver, 
see the exquisite International Sterling 


patterns. Every one is artist-designed, 
and rich in its weight of solid silver. 


Begin, if you like, with individual 
place settings (knife, fork, teaspoon, 
salad fork, cream soup spoon, butter 
spreader). 


And hear this welcome’ news: prices 
on famous International Sterling have 
not been raised! Individual place set- 
tings are as little as $21.50. 


All these patterns are made by The 
International Silver Company in the 
U.S.A. 


TUNE IN to The Adventurés of Ozzie 
and Harriet, Sunday evening, 6:00 p.m., 
E.D.S.T.,Columbia Broadcasting System. 


Copyright 1947, The International Silver Company, Meriden, Coma 
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Wonderful news! Your dollars-for-silver 

will still buy you just as much superb a 
International Sterling as you d plauned ale 
on! Prices have not been raised. 








TURQUOISE FROM THE RESERVATION 
(From page 306) 


latter have merely had their true color accentuated by 
a colorless oil. Treated stones can be recognized with 
a little practice but there are no standard rules for doing 
so, the stones merely look a bit unnatural. Well-colored 
stones which feel cold to the touch may have been 
soaked in water and partially dried. When cut they will 
be light-colored and chalky. 

In view of the success in dyeing agate, it seems prob- 
able that a slight adaptation of these techniques would 
yield satisfactory results with turquoise. However, a 
great difficulty has been experienced in producing a 
natural turquoise color with inorganic metallic salts. 
Several artifieial turquoise-like stones have been made 
by grinding natural white turquoise and adding color- 
ing matter, then pressing it into forms. To date these 
imitations have fallen short in color and hardness. 

Crysocolla, turquoise’s companion stone, has only re- 
cently achieved well-merited popularity. It is much too 
pretty to be confused with turquoise, being a bright. 
translucent blue, transparent in spots, and takes a glassy 
finish. It frequently shows inclusions of malachite. Lit- 
tle gem-quality crysocolla has: been produced during the 
past year and rough material is becoming very scarce. 

The machine stamped turquoise ornaments of the war 
years are declining in popularity, nor will lovers of fine 
hand-made turquoise jewelry lament the fact. Good tur- 
quoise in tasteful settings will always be popular and 








ee 








it is hoped that there will be more emphasis on quality 
than quantity in the near future. 





THE AD-VISER 
(From page 254) 


then possible to compel the reader to find the answer ia 
the copy below. 

Headlines should be lively. Verbs suggest action, so 
wherever possible, try to work a verb into your headline. 
Most people enjoy reading about things which are hap- 
pening. This makes for interest and additional curiosity 
to read the remaining sales message in the body copy. 

Headlines should be timely. Current events are most 
interesting to readers of all publications. Most adver- 
tising is placed in newspapers and magazines which 
contain up to the minute news. This means that the 
reader is in a frame of mind for timely events and the 
headlines of your advertisement should fit in well. In 
addition, they suggest that the advertiser is on his toes 
and that his sales message is not just cut and dried. 

Potential customers glance through a newspaper or 
magazine quickly in an effort to select an article which 
interests them. As a result, the headline carries the 
heaviest burden—that of attracting desirable readers to 
the advertisement. It is therefore essential that the 
headlines be given more careful consideration than any 
other part of the ad. Remember that a headline pro- 
vides the cue for the rest of the advertisement. If it is 


(Please turn to page 318) 





Snternational 


Serling 





Great day for Slerling 


When business falls off in many of your de- 
partments (as it has), what holds up? Ster- 
ling silver! 

Today’s brides, yesterday’s war brides, by 
the millions—want and need sterling. They’ve 
got the money, too. But they’re wary. In many 
markets, they’ve balked at over-priced goods 
~and the goods stopped moving. 


As you know, that’s not true of sterling— 
especially Internatin=24 Sterling! Ads like the 





FOR JUNE, 1947 





TUNE IN to The Adventures of Ozzie and Harriet, Sunday evenings, 6:00 p. m., E. D. S. T., Columbia Broadcasting System) 


departments! 





one opposite constantly reassure women that 
sterling is a value, a real buy in today’s 
market—that prices on famous International . 
Sterling have not been raised! 


More stores expect to do a greater volume 
in sterling in *47 than ever in history. Your 
peak season’s coming up. Run dealer mats! 
Buy radio time! Send mailings to local brides! 


And take the lead with International—the 
brand more women want! 
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For Better Silver Retailing iw 


Many store owners realizing the necessity of bettering selling 


techniques of themselves and their sales force in the sale of 


sterling will find inspiration in course prepared by Wallace. 


ITH the transition from a sellers’ to a buyers’ 
market, which has been taking place in recent 
months, the need for re-examination and overhauling 
of merchandising and selling methods in retail stores 
throughout the country, is becoming more and more 
widely recognized. Unfortunately, in many cases, while 
the retail merchant may realize the necessity for improv- 
ing his selling technique, and for re-training those of 
his sales force who may have grown a bit rusty in their 
methods during the days when selling merchandise was 
merely a matter of telling the customer what he could 
have and taking his money, many store proprietors are 
somewhat at a loss as to how to go about that re-training. 
Any jewelers who are in that position will find a 
tremendous help for at least one major department of 
their stores in the excellent course on “Improved Selling 
Technique in the Retailing of Sterling,” which has been 
prepared by the Wallace Silversmiths of Wallingford, 
Conn. Into four compact little volumes which comprise 
the course, has been packed a wealth of instruction 
which, if studied and followed by the salesman, can 
hardly fail to bring about a substantial increase in his 
productivity. 

Naturally, a considerable part of the material has to 
do with the specific patterns and styles offered by 
Wallace but there is also much extremely practical in- 
formation which is equally applicable to any standard 
brand of well made sterling. 


CLASSIFY THE PROSPECTIVE CUSTOMER 


For example, the first section starts off by pointing 
out the importance of classifying the prospective cus- 
tomer in terms of her personality, her household needs 
and her ability to buy, explains how these points may 
be determined, and sets forth the lines of approach that 
will register most effectively with each. 

As to personalities, says the book, women fall into 
three basic types—the prestige-minded woman, the 
beauty-minded woman, and the practical-minded woman. 

‘The prestige-minded woman is the one who is socially 
conscious and ambitious, is anxious to create the right 
impression, and craves admiration and the flattery of 
imitation. She will respond most readily to the prestige 
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appeal, such as the fact that Mrs. So-and-So (a social 
leader) has selected this pattern for her own. She is 
influenced by the suggestion that a given pattern looks 
as if it had been in the family for generations, or by 
the point that a certain type of pattern is almost uni- 
versally admired. 

The beauty-minded woman can be recognized by her 
interest in design and by her strong individual tastes. 
To her, the course recommends, talk about history of 
design and the beauty of ornament. Show her the in- 
terplay of light and shadow in the design of a spoon 
handle. Stress the gracefulness of line and the balance 
and harmony of the ornamentation. 


PRACTICAL CUSTOMER REALIZES UTILITY 


The practical-minded customer is the one who re- 
sponds to the fact that sterling silver is not a luxury— 
that it is something to be used every day because it 
improves with use and therefore that the purchase of 
a set of sterling makes it unnecessary to have one assort- 
ment of flatware for ordinary family use and another 
for “dress up” occasions. Show this type of woman how 
easy it is to clean and polish sterling silver, how to 
rotate a set of flatware in service, and how to store it 
so that it will always be bright, shiny and ready for use. 

The customer should also be classified on the basis of 
her needs, according to whether she is a young woman 
about to be married, a newly married woman, one who 
has been married for several years, a career girl, or 8 
college or high school girl thinking of the rather in- 
definite ‘‘some day” when she expects to be married and 
may be starting her hope chest. 

Obviously, the quantity and assortment of silver will 
vary with these different circumstances. The career gir] 
with a little apartment of her own who does not have 
space for entertaining more than two or three guests at 
s time, may find three or four place settings adequate. 
The newly married bride in modest circumstances may 
respond to the idea of buying two place settings to begin 
with and adding to them gradually; whereas the woman 
who has been married for several years and whose hus- 
hand is in easier circumstances, will probably feel that 

(Please turn to page 847) 
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The CIGAR BOX is entirely hand 
made. The cover is domed and 
fitted with a moisture’ barrier 
l bezel. The base is gadroon deco- 
rated. An excellent gift for an 
executive. With similar features — 
the CIGARETTE BOX is also an 


' 


outstanding achievement in hand 


} craftsmanship. The lip and neck 
of the gadroon decorated WATER 
: PITCHER are exquisitely shaped by 
hand. The FRUIT BOWL — one of 
t the many by Berkshire —is hand 


fashioned in the manner of the 
Colonial silversmith. Berkshire’s 
HURRICANE LAMPS are heavier 
and of better quality than their 

contereporaries. The CIGARETTE 
BUTLER — a distinctive new con- 

venience will delight the modern 
hostess. 


Masterpieces 
in Hand Craftsmanship 








by Berkshire 


Better jewelers realize that now is the time to stock better mer- 
chandise — because customers are becoming more conscious of 
quality than at any time in recent years. 


Each sterling silver masterpiece by Berkshire speaks for itself the 
moment that your customer sees its exceptionally rich and flawless 
finish. At first touch — the intrinsic value is recognized — because 
Berkshire sterling is heavier. 


But, the most pleasant surprise to you and to your customer will 
be the price. When our representative calls on you with samples 
— you will understand why people are choosing Berkshire 
hollow ware. 


Berkshire 


Silver Company 


WALLINGFORD — CONNECTICUT 





BERKSHIRE STERLING SILVER HOLLOW WARE — manufactured by descendants of Paul Revere 
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THE AD-VISER 
(From page 815) 


poorly done, the reader’s interest will be lost regardless 
of the beauty of the layout or the cleverness of the body 


copy. 


SOME HEADLINE SUGGESTIONS 

FOR YOUR QUEEN OF HEARTS (Curiosity ). 

FOR FINE TASTES (Silverware . .. Play on 
Words, Curiosity). 

THEY’RE HERE 
(Timely). 

DON’T MISS THESE MIGHTY SAVINGS (Com- 
mand). 

EXQUISITE STYLECREST DIAMOND RINGS 
(Specific). 

COSTUME CAVIAR (Curiosity). 


(To be continued) 
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Advertising Clinic 
Conducted by 
IRVING SETTEL 
Readers are invited to submit any problems concerning their 


retail advertising to the author in care of THe JEWELERS’ 
Cracurar-KeysTone, 100 East 42 St., New York 17, N. Y. 


HAVE recently become a partner in [this] store 
and among several changes which I feel should be 
made one is concerned with advertising. 

Briefly, the problem is this: We are one of three 
stores in town, the population of which is about 16,000. 
We are about 40 miles from a large city and we are 
certain that a great percentage of our top class of 
citizens go to stores in the large city to do their real 
buying of jewelry and watches. 

We get the farmers and shop workers but very few 
of the top class. Now we are very happy to get the 
people that trade with us now, but I feel that we do 
not get the confidence or prestige which this class of 
trade sometimes demands. 

We have a well-lighted, harmonious store and have 
been in business here over ten years. We advertise in 
the only paper in town each week and run ads in several 
small outlying papers. These ads are mats which are 
sent us free, generally. 

My idea is to embark on a planned advertising pro- 
gram, with accent on institutional advertising. What do 
you think?—D.B.C. 

Although it is difficult to thoroughly analyze your 
advertising problem without a clearer picture of your 
business, your town and your potential customers, I 
shall try to answer your questions with the information 
contained in your letter. 

Apparently your present advertising, which you re- 
ceive in the form of free mats, is attracting only lower 
income groups into your store. I agree with you that 
vou are missing up on an excellent market, the upper 
brackets. In the paragraphs below, I shall briefly out- 


(Please turn to page 332) 
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SELECTED DISTRIBUTION 
AN INTEGRAL PART OF 





Frank M. Whi iting PLAN 


Sterling by Frank M. Whiting, as 
you would naturally expect, is sold 
exclusively through selected retail 
merchants ... never by house-to- 
house canvassers, ‘‘discount”’ 
houses, or other outlets detrimental 
to the prestige and dignity of the 
loeal jeweler. Sterling by Frank M. 
Whiting has always been privileged 
to enjoy the support of America’s 
foremost jewelers and our repu- 
tation for extreme care in the 
selection of dealers is an asset 
which we prize most highly. 


Illustrated at the right is still 
another in the attention compelling 
series of Frank M. Whiting ad- 
vertisements for 1947... reaching 
America’s smart-set hostesses in 
Vogue, Harpers Bazaar, Junior 


Bazaar, Bride’s Magazine, Guide 


for the Bride; House Beautiful and 
House and Garden... and reaching 
the selected jewelers who represent ~ 
Frank M. Whiting and Company in_— 
each community in the form of the 
largest sales and greatest con- — 


sumer interest in the long history — 
- of our organization. | 


FRANK M. WHITING 


AND COMPANY | 


CONNECTICUT i 
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He Had the Whole Town “Sissins”™ 


HE average public-relations expert would hardly 
recommend the launching of an advertising cam- 
- paign which starts everyone in town hissing. Somehow, 
the hiss has come to imply disapproval and disrespect. 

But Bill Savitt had most of Hartford, Connecticut’s, 
166-thousand people literally sounding their sibilants 
for a two week period in March. It was, naturally, a 
“teaser” campaign, but one with a twist which made it 
pay off magnificently. 

The point of the whole campaign was four letters: 
“S.S.1.S.” | 

It started, much in the manner of the “Kilroy Was 
Here” business, with a series of car cards in Hartford 
buses, subjecting shoppers and commuters to the cryp- 
tic statement: “S.S.I.S. Watch for Savitt’s Announce- 
ment.” 

In many towns, perhaps, car cards of this sort would 
be pretty much ignored. But not in Hartford, particu- 
larly with Savitt’s name involved. For more than 25 
years Bill Savitt has been building up a reputation both 
as a jeweler and, also, as an advertiser with a keen sense 
of promotion. Seeing the “S.S.I.S.” cards, people could 
only wonder “Now what is he up to this time.” 


RADIO "TEASERS," TOO 


A few days after the car cards appeared, “S.S.I.S.” 
crept into Hartford homes and offices. Eighteen spot 
announcements a day over a local radio station height- 
ened the curiosity and, although people were probably 
convinced they were acting against all reason, “S.S.I.S.”’ 
became sort of a greeting, catchword and bulwark 


against gaps in the conversation. In short, it caught on. 

Finally, small insertions began to appear in Hart- 
ford newspapers and, although they shed no light on 
the mystery at first, on March 13th relief was in sight. 
““S.S.1.S.,” the ad chortled. “See tomorrow's paper.” 


On March 14th, the usual one-inch “S.S.1.S.” “teas- 
ers” said “See page 25.” And that page probably had 
more reader-interest than the comics, sport page or any 
other feature. Because it contained, at long last, the 
answer to “S.S.I.S.”’ There, in large type, across the 
full-page insertion, appeared the words “Savitt Sells 
International Sterling.” The secret was out. 


TOWN SILVERWARE CONSCIOUS 


As a result of the teaser campaign and subsequent 
ads amplifying the “S.S.I.S.” theme, Hartford really 
became silverware conscious. According to Mr. Savitt, 
people who just “hadn't thought” of buying silverware 
suddenly found it extremely desirable. The result? A 
rush of customers and prospects all with the same 
thought in mind—buying silverware. Few of the visit- 
ors were just “prospects,” either—almost everyone had 
been sold on the idea of buying silverware, just from 
reading the Savitt ads or noting the window display. 


How did the impetus for the “S.S.I.S.” campaign 
come? 

As mentioned above, Bill Savitt has been practicing 
public relations for years—not merely through merchan- 
dise advertising but also through the medium of spon- 
soring baseball teams, unique war-bond drives, letters- 

(Please turn to page 324) 


These "teasers" appeared in Hartford newspapers and busses, as well as on the 
radio. The ad referred to on “page 25" (at right) appears on the next page. 
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See Page 25. 
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“The Ascendanc 


2>{ FoR us be 


Realizing the desirability for specialized re-training 
of Wallace Silversmiths’ salesmen to meet post-war 
conditions, and to enable them to serve you better, 
the comprehensive “Refresher Course in Merchan-. 
dising” illustrated here, was prepared. As a result, 
your Wallace representative is more qualified than 
ever before to help you achieve our common goal for 
the year 1947...THE ASCENDANCY OF SILVER. 





















WALLACE SILVERSMITIOS 


— 
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The Retail Re-training Course for use by Wallace 
dealers and their sales staffs, consists of four compre- 
hensive volumes written by an eminent authority in 
the field of special training courses for salesmen. 
Like the course for our own salesmen, it is proving 
of inestimable value in increasing the volume of 
Sterling flatware and holloware sales. As a Wallace 
dealer, we cordially invite you to write for detailed 
information on the plan. 



















WALLINGFORD, CONNECTICUT 


Sa 





FoR May, 1947 
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to-servicemen, etc. Almost since the time his store first 
opened in Hartford in 1919, he has been known as “The 
King of Diamonds,” and a stack of letters bearing no 
! mame and address but just that card pasted to the en- 
| velope testifies to his fame. 

. However, Mr. Savitt recently decided that his store 
‘ was best known: for diamonds, and silver was not asso- 
ciated with it in the public mind. Feeling that for every 
diamond ring sold a market existed for flatware, he made 
up his mind to promote silverware on the same sort of 
scale that he had, previously, reserved for diamonds. 
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The idea of selling a place setting at a time, however, 


Seve? delivers laterne 










ee ee 


the whole thing. te we one Sterling Silver the wey yous eu? mobile 
; empey while you pay if 0m Conve meat ee SVO~ acer nee one a 
makes Mr. Savitt shudder. “After all,” he says, “‘you ta en ery a 








; don’t buy an automobile a wheel at a time. Or a suit a 
' sleeve at a time.” Consequently, in view of the removal 
of wartime restrictions on credit, he chose to offer com- 
plete sets of sterling and plated flatware on terms com- 
parable to monthly purchases of a place setting at a 
time. The advertising plans emphasized this fact. 











FOR EXAMPLE, THIS BEAUTIFY 


L PATTERN « . og 


135.75 TAX INCLUDED 











ANNIVERSARY A FACTOR 








The fact that International Silver Company’s 1847 
Rogers Bros. 100th anniversary occurs this year was 
another factor which convinced Mr. Savitt that he 
should go all-out in promoting silver sales. A firm be- 
liever in the principle that national advertising is worth- 
less of it isn’t backed up by the local merchant, he de- 
cided to emphasize the brand name in all of his promo- 
tional advertising. 
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SECONDS From MAIN 
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‘ : Cli f the "S.S.I.S." campaign was this 
This attitude toward local use of nationally adver- tethiniay sedition mtn = a. mystery. 


tised names is realistic, too. Mr. Savitt does not take Savitt says the response was "terrific." 






Bill Savitt, Hartford, Conn., jeweler, had the town in an uproar 






with his “‘teaser’? campaign which had everyone guessing what 






°*S.8.1.8.°? eould mean. The answer sold a lot of silver. 

























the sentimental attitude: “Look what these wonderful Savitt ad, either. Type faces used are almost always 
advertisers are doing for me, I must repay them some- the same—a heavy, “railroad style” gothic. F requently, 
how.” Instead, he reasons “the national advertisers are the ads consist of only six or seven lines of type; — 
the winners and it is only good sense to stick with a the firm’s name buried in the center without any disp " 
smart horse. It’s the same principle as ‘hitching your at all. Even then, however, the distinctive pes: P 
wagon to a star.’ Stick with them, whether they be sil- the ad, and the familiar type face, cause the reader 


recognize it as a message from Savitt’s. 
ver manufacturers, watch manufacturers or what have ; Hi 
11 <3 my In the slogan department, Savitt really shines. His 
you, and you'll ride to a happy finish. 


current catch-phrase, in use for several years but par 
DESIGNS HIS OWN ADS ticularly appropriate to the “S.1.S.S.” campaign, is “See 
Savitt and Youll Have It.” 

Explaining his passion for good-will advertisements 





Most of the work on Savitt’s advertisements is done 





! by Mr. Savitt himself, although an advertising layout which are completely divorced from the sale of jewelry, 
. man is retained for the finishing flourishes. Campaign Mr. Savitt says: “I believe in advertising humanity— 
| ideas, slogans, illustrations, etc., are always the fruit not just jewelry. If I reach people where their em 
of Bill Savitt’s own thinking, and the execution usually tions are, they'll buy from my store because it has the 
follows the line he suggests. human approach.” 

| Hartford residents never have trouble in spotting a The facts bear this statement out. 
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DENBDIOT Zeeied Hate 


A group of pieces, typical of the fine period styling of this silver-plated 


ware, that offer promising sales as gift items for the Bridal Market. 


Exquisite period design, best quality silver 
plate, and a remarkable range of modest 
prices with a satistactory profit margin... 
all these elements combine to make Benedic 
Period Plate a first choice for the Jeweler 


who seeks to fulfill the increasing consumer 


FOR May, 1947 


‘demand for thrifty luxury. Benedict Period 
Plate, made in a wide range of pieces and 


patterns, is a product of 


BENEDICT MFG. CO. 


East Syracuse, N.Y. 
Makers of Fine Silver Plale for over 60 Years 














1. New billfolds have hand-stitched look, come in imported 
English morocco, peccary, sharkskin, pinseal and California 
saddle. Window style retails at about $3.50 to $7.50; 
the Directress at about $10. From Rolfs (Division of 
Amity Leather Products Co.), West Bend, Wisconsin. 


2. 14K gold "F-Lip" lip brush is so designed that a flip of 
cover brings up brush. Genuine red sable brush is replace- 
able. Available plain, engine turned or with studded rubies 
or sapphires, to. retail at from $39 to $79, including tax. 
From Chas. Gold & Co., 36 West 47th Street, New York. 


3. New "Flex-Weave" expansion bracelet for men is non- 
corrosive, available in yellow, white or pink gold filled. 
Retails for $12.50, tax included. Flex-Let Expansion 
Products, 20 West 47th Street, New York 19, New York. 


4. The "Alligator Chain," one of six new styles, comes in 
waldemar and sport chains, chokers and bracelets, 1/20 
12K gold filled. From Admark, 714 Sansom St., Phila., Pa. 


5. This hand finished sterling silver pin which cleverly 
reproduces the old covered wagon, features wheels that 
are movable. Retails at $6.50. From Stanley Casting 
Company, 3859 Ince Boulevard, Culver City, California. 


6. New General Electric "Beau Alarm" measures only 3!/ 
inches in diameter, has all standard GE clock features. 
Retails for $3.95, plus tax. Available from General 
Electric Company, 1285 Boston Avenue, Bridgeport, Conn. 
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1. Ronson's new. “Adonis” lighter in sterling silver fea- 
tures a slim silhouette, smart streamlining. Styled for 
both men and women, it is made to retail for about $25. 
From Ronson Art Metal Works, Inc., Newark 2, New Jersey. 


2. Comb and file combination set in a carrying case of 
genuine leather is made in sterling to retail at $4.50, 
and gold filled to retail at $6. It is manufactured by 
the Felmore Co., Inc., 157 Orange St., Providence, R. I. 


3. New "Bretweave’ basketweave watchband for men comes 
with expansion center or patented “Supermatic" safety 
catch in white, pink or yellow 1/20 12K gold filled. 
$10.50 retail. Bruner-Ritter, Inc., 630 5th Ave., New York. 


4. This hand made, one-piece personalized belt buckle 
can be made with either two- or three-letter monogram. 
Sterling retails for $10.95, tax included; gold-plated on 
sterling, $11.95; 10K gold $59.50; 14K gold $75.00. From 
Louis Neff, 740 Sansom Street, Philadelphia 6, Pennsylvania. 


5. Extra heavy sterling silver wine cups with 22K gold 
plated lining retail for about $54 for set of six. Extra 
heavy tray to match retails for about $37.80. From Rush 
Silversmiths & Jewelers, 13 N. 13th St., Philadelphia, Pa. 


6. "Airlux," Telechron's new occasional clock, features an 
alarm, is made of crystal clear optical plastic with 
gold-colored numerals, hands and feet. A six-foot cord 
is attached. Made by Telechron, Inc., Ashland, Mass. 
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BE LCO offers “Built-in Quality” in 


Silver-platled Ylatume 
featuring Hollow-handled Knives by 


WILLIAMS BROTHERS 
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Williams “Built-in Quality” in these 3 fast-selling pat- 
terns means built-up sales in flatware for you! Made of 
finest 18% nickel silver, Williams Silverplate is 
beautifully designed, skilfully crafted. All knives have 
hollow handles, stainless steel blades . . . spoons 

and forks are grade rolled to insure perfect balance .. . 
every piece is unconditionally guaranteed 


to give complete customer satisfaction. 


Immediate Deliveries on 26, 34 and 50 PIECE SETS| SILVER CHESTS AVAILABLE 


| — BELCO SILVER COMPANY =z 


a 











212 FIFTH AVENUE, NEW YORK 10 59 EAST MADISON STREET, CHICAGO 2 
747 SO. HILL ST., LOS ANGELES 14 
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“Spot Displays’ Show Low-Price Merchandise 


Indications that jewelry stores are beginning to rec- 
ognize a “tighter market’ in the near future, may be 
seen from the fact that Hess-Culbertson Jewelry Com- 
pany, St. Louis, is using “‘spot displays” of low-priced 
merchandise to increase floor traffic. 





Tray displays are within easy view of customers. 


A typical example of this is a compartment tray, 
normally used for solid gold and plates belt buckles 
which appear atop the corner of one of the main cases, 
bearing low-price windproof lighters. The lighters, 
in contrasting colors, are featured with a sign reading 
“Wind-proof Lighters, $1.50—$3 value.” Similar dis- 
plays of jewelry items in about the same price levels 
appear elsewhere in the store—spotted in all cases 
where the majority of store traffic will see them. 

Such low-unit-sale merchandise is not only valuable 
from the standpoint of adding more to other sales in 
the store, but because customers remember them, accord- 
ing to Leo Vogt, head of the store. “Visitors to the 
store are far more likely to remember that they saw an 
item priced at $1.50 than an item priced at $1500,” Mr. 
Vogt said. “Our experience has been that showing such 
merchandise brings in many people who otherwise might 
feel reluctant to eater the jewelry store on the theory 
that all the merchandise there is beyond their pocket- 
books.” 





ADVERTISING CLINIC. 
(From page 318) 


line the various possibilities which may be employed 
to achieve this type of business. Please remember that 
this must necessarily be fairly general without mere 
specific information regarding your business. 

1. Newspaper advertising: As you so aptly stated 
in your letter, Institutional Advertising is an effective 
means of attacking the problem. However, this is a 
long range proposition. You might run a series of insti- 
tutional ads building up the prestige of your business. 
This should run regularly, either weekly or monthly, 
for at least a year. Talk about quality, quantity and 
value of your merchandise. Always include individual 
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service. Make the ad fairly personal and well written, 
Use as much space as you can afford. In addition, do not 
hesitate to run Promotional ads for the upper bracket 
families. Even the richer consumer likes good buys. 4 
series of promotional advertisements displaying expen- 
sive items will be in line with your new campaign. 

2. Radio: If there is a radio station available for your 
use, here is an excellent media to reach these people. Get 
yourself a 15 minute or 30 minute program consisting of 
classical and semi-classical music from recordings. Build 
up a following and make your commercials purely 
institutional. 

3. Direct Mail: Reach your customer right in his 
own home with interesting, well written letters. If lists 
of potential customers are available, use them. If not, try 
to build your own list through a radio program, news- 
paper ads, etc. 

It is essential that you work these ideas out carefully, 
Don’t lose your regular business in your quest for new 
business. Continue to use the ads which attract the 
lower income groups. Make this new campaign an addi- 
tional element. It is not necessary to use all the above 
ideas at once. If it proves too expensive, use one at a 
time and increase as business increases. 





PROMOTIONS FOR FATHER'S DAY 
(From page 256) 


women who give expensive gifts. The National Council 
has endowed Father’s Day with that kind of importance 
and dignity. 

I suggest that jewelry retailers and manufacturers 
display Father’s Day posters in their windows and run 
I'ather’s Day advertisements. The National Council 
will gladly supply these advertisements. The official 
posters are available for a mere matter of pennies. 

I agree with the Executive Director of the Jewelry 
Industry Council, Mr. Albert E. Haase, when he says 
there is no conflict between the National Father's Day 
Council and the Jewelry Industry Council. Mr. Haase 
feels that these two organizations supplement each 
other beautifully. Therefore, it calls for team work in 
promotion and team work in support. By all means 
support your Jewelry Council. But, at the same time, 
give a thought to and give a small measure of your pro- 
motional support to the Father’s Day Council by join- 
ing it as a member. The dues are nominal and by sup- 
porting this work you help your own business promo- 
tion. 

Father’s Day is made to order for jewelry stores. 
Father’s Day sentiment is there for you. If you do not 
get Father’s Day sales, that simply means you are not 
reaching out for it. It’s there for you if you make an 
effort to get it. 

Official store window and point-of-sale display mate- 
rial for the 1947 Father’s Day campaign is now being 
distributed by the National Committee. These mate- 
rials are provided to retail jewelers at a low, cooperative 
price, and include: 

1. Large poster by E. F. Ward, entitled “Dad, 
Builder of Our Children’s Future, 22 in. x 28 in, $1.25 
each. Five dozen or more, $10 per dozen. 
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EXQUISITE NEW PATTERNS 
OF IMPORTED DANISH STERLING 


ly W.&S, SOERENSEN OF HORSENS, Denmark 


Thirty-two distinctively beautiful pieces, including heavy extra serving pieces, are 


available in each of these three original Danish 




















patterns. The dessert knife and fish fork illustrated 


HANS CHRISTIAN ANDERSEN above are typical of the unusual charm of every 

Fairy Tales in Sterling piece. Designed and worked by old world craftsmen, 

As different and delightful as the fairy tales they tell, each of these these masterpieces of Danish sterling bring new 
beautifully executed children’s pieces brings to life in sterling silver 

a popular Hans Christian Andersen fairy tale. A selection of twelve splendor to gracious living in the American home 
different tales is available in knife, fork, spoon, cereal spoon and 

napkin ring Knife $3.15, other pieces $4.53, wholesale. ale a and at surprisingly low cost. 











Sun Glo Studios 


NEW YORK 
25 Fifth Avenue, New York, New York 


CHICAGO 
‘ 1217 Merchandise Mart, Chicago, Ill. 
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2. Mounted Display (11 in. x 14 in.) $.50 each; $5 
per doz.; 5 doz. or more $4.50 per doz. 

3. Giant Poster (38 in. x 50 in.) $4. 

4. 7-Unit Display set $3. 

5. Streamers (18 in. x 8 in) $.25 each; $2.50 per 
doz.; 5 doz. or more—$2.35 per doz. 

6. Card Toppers— $18 for 100; $10 for 50. 

7. Pennants (12 in. x 19), $.25 each; $2.50 per doz.; 
5 doz. or more—$2.35-per doz. 

8. Wrapping Paper; $4 for 100 sheets; 500 sheets, 
$15, 1,000 sheets or more—$24 per 1,000. 

9. Gummed Stickers; $5 per 1,000; 2,000 to 9,999— 
$4.50 per 1,000; 10,000 and over—$4 per 1,000. 

10. Blue Ribbon Badges; 12 or less—$.25 each; 13 
to 99—$.20 each; 100 to 499—$.18 each; 500 and over 
—$.15 each. 

All of this material may be secured, for the prices 
indicated, from the service department, National 
Father’s Day Council, 175 Varick St., New York 14, 
N: Y. 





Prices Up?—Not in Sterling 


Because of all the current agitation on the subject of 
retail prices, the advertisement by the Thomas Long Co., 
Inc., which appeared in the Boston Herald of Sunday, 
April 13, is particularly timely. Discussions and com- 
ments in the press, over the radio, and by various 
speakers on the subject of current prices, are almost 
invariably in general terms, and tend to create the im- 
pression that the prices of all goods have gone up 
greatly, and that all prices should and must be reduced. 

The Thomas Long advertisement does an excellent 
job of correcting this impression and setting the public 
right on the point that, regardless of what may be said 
of prices in general, much of the jeweler’s merchandise 
has not been price-inflated and is still selling at the 
same or substantially the same figures as two or three 
years ago. It is utterly convincing by the way in which 
it removes all possibility for argument. 

Fifteen different patterns of sterling flatware by five 
different silversmiths are pictured, and today’s price for 
a place setting in each is quoted alongside the price for 
identically the same items in 1944. 

A third column of figures shows the net change in 
each price. Of the fifteen, five are selling at identically 
the same price; one is a shade less and none of the other 
nine has increased by as much as 5 per cent, most of the 
increases being such amounts as 7 cents, or 24 cents, or 
62 cents, on a $22 to $24 place setting. 

A large panel in the center of the layout of flatware 
reads: “Only pennies more than in *44—and in some 
cases, the same price—or less.” The effectiveness with 
which the message is registered is heightened by the 
brevity of the copy which reads, “In the face of tre- 
mendous increases in almost every commodity, sterling 
silver flatware prices are the same—or approximately 
the same as they were three years ago—and without 
any deviation from quality. The same fine craftsman- 
ship is apparent in every piece. ‘The same distinctive 
designs are here—ageless in their beauty. And, as you 
know, sterling flatware is always solid silver throughout. 

“Shown are fifteen representative patterns from our 
great sterling selection together with their 1947 and 
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1944 prices. They are graphic examples of why yoy 
should buy now. There is nothing on the market toda 
that will give such lasting satisfaction and beauty. There 
is nothing that will give you your money's worth 4 
completely.” 





Certified Gemologist Registered Jeweler © American Gem Society Open Mondays from 12 noon unul 8.00 p.m, 
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IN THIS - STERLING FLAT SILVER 
STANDS ALONE, WE BELIEVE 


in the face of tremendous Increases ini almest every commodity. sterling 
¢ sane + ae 
. .and without any deviation from quality 
The same fine craftsmanship le apparent in every piece. The 
same distinctive designs are here - ageless in their beauty. And, 
as you know, sterling flatware is solid silver throughout. 


Shown are fifteen representative patterns from our great sterling 

collection - together with their 1947 and 1944 prices. They are gra 

examples of wiry you should invest now. There is nothing on the 

market today that will give you such lasting satisfaction and beauty 
lt give Ul 

nee wre There is nothing thatwill give you your money's worth so completely, 

fork. knife, butter spreader, cream soup spoon and salad fork. Prices include tax Charge or budges 











The advertisement, greatly reduced in size, is repro- 
duced above. _ 

The idea is one that could well be used by other 
jewelers to combat the mistaken impression that the 
much discussed rise in prices is universal, and to register 
the fact that, unlike most consumer merchandise, the 
jewelers’ goods are one of the few things of which the 
customer can buy as much per dollar as he did when 
price ceilings were in effect. 





UNTANGLING HAIRSPRINGS 
(From page 258) 


at the same time. Keep hold of the spring until you are 
sure the light area has been equalized and then release it. 

If the wrong coil has been contacted there are only 
three coils left that can cause this bend and they are 
always at the top or bottom of the spring when the dark 
space is on your right. 

By using an 18-size spring you can purposely bend 
it and observe the formation of these two places and 
can note their positions. They will always be opposite 
one another and the cause is a bend in either the top 
bottom of the spring. Try it and see for yourself. It will 
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be the first step toward locating the trouble in a tangled 
spring. 

Pay no attention to the dark area while bending the 
spring. The bend is either outside or inside the coil 
that creates the light area. This is true when either at 
the top or bottom. Should you contact the wrong coil 
thé light area will not disappear. When the light area 
is eliminated, the bend is found. Where two or more 
dark areas appear, this is a sign of more than one bend. 

All watchmakers should have at least two pairs of 
tweezers but preferably four—two straight and two 
bent. The latter is for use when it is necessary to steady 
the arms on the bench. At all times these should be in 
first class condition and should be used for no other pur- 
pose than straightening hairsprings. 





THEY MOVED IN FIRST 
(From page 294) 


George W. Romm, who is now president, and Abraham 
Rysman, the treasurer, are his son and son-in-law, re- 
spectively, the business having remained continuously in 
the Romm family. The present head left Boston Law 
School in 1940 to join the company and became presi- 
dent in 1941. Mr. Rysman was graduated from Boston 
Latin School and was admitted to the Massachusetts 
bar in 1930. He practiced law in Boston until 1942. 
when he joined in the management of the Romm 
business. 

According to Mr. Rysman, the company plans tc 


advertise more aggressively in the future. The names 
supplied by the open house event have already been used 
for mailings and a new addressing machine has been 
purchased which turns out 2,000 units an hour. A letter, 
card or enclosure is mailed every six weeks to the store’s 
complete list which comprises about 6,000 names. Ap. 
proximately 1,500 of these are new ones gathered from 
the list of registrations at the opening day celebration, 
since nearly half of the 3,000 people who attended had 
not previously been on the store's list of customers or 
prospects. Many of them were people who had moved 
into the Brockton trading area during the past few 
years, and had never been inside the store before. 

In addition to its direct mail, the company uses con- 
siderable newspaper space, with copy appearing at least 
once a week and sometimes twice a week. These ads tie 
in with manufacturers’ advertising wherever possible, as 
the management finds that hooking-up with national 
advertising produces especially good results. 

The company has just started radio advertising over 
Brockton’s new broadcasting station. Announcements 
are daily at 4:00 in the afternoon, right after the local 
news flashes which draw an exceptionally large numbe: 
of listeners in the area. Romm’s broadcasts consist of 
intermingled musical jingles and text, since Mr. Rysman 
finds that in radio advertising it is important to provide 
variety in the program even though the time is limited. 

About four weeks ago he staged a test program, offer- 
ing a free copy of a useful book for brides to be called 
“The Bride’s Silent Secretary.” The offer was made by 
asking a question on wedding etiquette and stating that 
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thank all my good friends 7 


among the wholesale distributors and manufacturers 





for the enthusiastic reception 


If, 


accorded to ‘“‘styled-in-Hollywood”’ California Ring Products. 


Your vote of confidence 





was expressed by the volume of business you placed. 


CORDIALLY YOURS 


“then Esau 


Arthur E. Braude 


Representing California Ring Products east of Denver 
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the answer would be found in the book, which could be 
had free of charge by writing or calling at the store. 
This booklet was offered in no other way, and the store 
has received about 300 requests for it. Evidently the 
Romm programs are being listened to, and are register. 
ing a real impression. 





CREDIT PLAN CINCHES HESITANT CUSTOMER 
(From page 296) 


pects of the couple, learns when they plan to marry, 
how much the young man earns, where he is employed 
and how long he has been with his company, together 
with other information necessary for a perfect under- 
standing, to warrant use of the plan. 

Turning to the Payment Plan Rate Chart, he sonal 
to point out, that the man’s salary of $250 per month 
as an engineer, should enable him easily to carry a 
monthly payment of $15.63. He points out that, as an 
added convenience, these payments may be made either 
at the bank or at'the store. 

The information is recorded on the “Credit Applica- 
tion and Conditional Sales Contract,’ and in a few 
hours, if the bank gives the “Go Ahead” signal, another 
contract is filed away. 

Summing up the benefits that have accrued from use 
of the plan, Mr. Bunde puts it this way: 

1. Complete satisfaction has been secured through- 

out. 

. Many times, it has meant the difference between 
“no sale’ and a new account. 

. It has eliminated the many disappointed customer 
departures, with consequent “no sale.” 

. It has spelled off ‘unfair competition.” 

. It has put cash in the register immediately. 

. Dunning letters have been eliminated. 

. Bookkeeping requirements have been reduced to 
a minimum. 

. A new line of repeat business has been built up. 

. Turnover has been increased. 

10. A larger volume of business has been produced. 

Bunde & Upmeyer are consistent users of advertising. 
Every newspaper ad calls attention to the payment plan 
by personalizing it to a great extent. “Probably you 
have a particular plan of payment in mind. If so, we 
assure you that we can meet your requirements.” Or, 
“We are confident that we can arrange the plan of 
payment you have in mind.” These are typical. 





THEY'LL FIX ANYTHING! 
(From page 298) 


all jobs, instead of having to deal with a half dozen or 
more, and decided to organize the Alma company to 
fill that need. 

Assemblying a staff of repairmen—each one an expert 
im some one or two specialties—he was able to open 
for business with the promise of being able to provide 
a complete all-round service, and the idea caught on 
so rapidly that more men and additional quarters soon 
had to be engaged. An idea of the firm’s present volume 
of business may be gained from the fact that during 
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BRINGS COMPLETE SATISFACTION 
at the Close of the DAY. 


PAULSON—FIRST TO INTRODUCE 
WATCH TIMING INSTRUMENTS 


THOUSANDS OF PAULSON MACHINES GIVE 









































COMPLETE SATISFACTION IN JEWELRY STORES 


T. A. Hatfield, Fort Smith, Ark.... 
Received your Timing Machine... 
have tried it eight days. | am well 
pleased with the results. It is a 
great time saver in adjusting and 
timing watches. 


Ernest Wegener, Beaver Dam, Wis. 
..- 50 far we have found the Paul- 
son Precision Printer to be the 
most valuable investment we have 
ever made in connection with 


watch repairing. 


Carl A. Sasso, Oakland, Calif. ... 
Am behind the Paulson Precision 
Printer 100%. Giving this commu- 
nity something new in watch re- 
pair service. When all the 
watchmakers get to find out 
what this machine really can 
do for them, they will do ex- 
actly as | have. 


S. C. Long, Chesterhill, Ohio... 
Precision Timer received OK and 
in fine shape. Worth its weight in 
gold—no one should be without it. 


O. W. Sornberger, Enfield, N. H. 
. . « | am very pleased with the 
new Paulson Printer. I find it 
picks up the very small 
watches far better than any 
other make of machine. The 
continuous printed record is a 
distinct advantage. The Print- 
er certainly is all you say of 
it, and more. 


Richard G. Stratford, Beatrice, 
Nebr. . . . My new Paulson Pre- 
cision Printer is simply wonderful. 
Don't know how | repaired watches 
all these years without it. 
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1946 alone, Alma performed more than 432,000 repair 
jobs on more than 75 different classes of items, with 
work coming in from every state in the Union and as 
far away as Hawaii. 

Some of the jobs that Alma is called upon to do are 
a story in themselves. One man, for some reason, which 
has never been explained, decided that he would like 
to have 14-karat gold tips on his shoe laces, and sent 
the laces to Alma to be so equipped. It cost him $8 to 
add the gold tips to a pair of ten cent shoe strings, but 
apparently he was happy about it, though why, Mr. 
Greenberg says he will never know. 

One jeweler sent in a customer’s set of upper teeth 
with instructions to drill holes in the two center ones 
and set'a half-carat diamond in each. Mr. Greenberg 
still wonders why that job was ordered. 

The sentimental angle which looms so large in the 
case of many pieces of jewelry is often responsible for 
out-of-the-ordinary jobs. Frequently an owner is willing 
to spend more on repairing an old item because of its 
sentimental associations than it would cost to replace it 
with a new piece which would be an exact duplicate. 

One recent order of this sort involved a man’s inex- 
pensive 10-karat gold ring with the shank worn down 
almost to a thread and with the stone missing. The 
accompanying order called for the ring to be put back 
into new condition, which involved putting on a new 
shank, a new bezel, and supplying and mounting a 
synthetic ruby. It meant practically manufacturing a 
new ring as a special order job at a cost of about 50 
per cent higher than an entirely new ring would have 


cost. Nevertheless, it was the old ring that the customer 
wanted. The expense was of secondary importance. 

Another unusual case- was one where a jeweler sent 
in three old rings, one of pink gold and two of yellow 
gold which one of his women customers had left with 
him with instructions to have all three rings melted 
down together and the metal used to make a new wed- 
ding band. The old rings, it appeared, had belonged to 
her mother and the daughter wanted the sentiment of 
wearing as a wedding ring the same metal which had 
once adorned her mother’s finger. The fact that a new 
ring could have been bought for considerably less money 
was to her of no importance. 

Sometimes these unusual jobs have resulted in a net 
loss to Alma when a price has been quoted and then 
the shop runs into difficulties with the repair. One recent 
instance of this sort involved a lady’s ring with its 
bezel in a marquise shape. With the ring were received 
three loose two-point diamonds, and instructions to sup- 
ply and mount a piece of sardonyx to fit the bezel. Into 
the sardonyx were to be drilled three holes into which 
were to be set small tubes in which the diamonds would 
be mounted. On each of the first four attempts to do 
the drilling the sardonyx split and a new piece had to 
be supplied. Finally, the fifth attempt was successful 
and the ring was shipped back in the desired form, 
although Mr. Greenberg had spent more money on the 
job than he collected for doing it. 

Such cases, of course, are the exception but regardless 
of difficulties or complications Alma sticks to its motto, 


“You Send It—We Repair It.” 
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prompt attention. 
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We Are Interested In Purchasing 


FOR CASH 


Any Sterling Flatware; Obsolete, Inactive or Active; 


All Makes and Patterns. 


Being one of the largest dealers in the world in the above 
class of merchandise, you will find w are paying top prices. 
Suggest that you send for our offer. We will pay transpor- 


We are also interested in used SILVER and JEWELRY 


estates, etc. No amount is too large or too small for our 


JULIUS GOODMAN & SON 


77 Madison Avenue 
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TENNESSEE 
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a new spring action. Now it’s 
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CARVING AID 


the finest silverplate 
by 


all-year 


foe Gueitt, (bled 


Ideal gift in beautiful heavy silverplate... for 


birthdays, anniversaries, weddings, business 
associates, golf and bowling prizes. Smartly 
packaged —a rich gift box! Nationally advertised 
—in Esquire, Holiday, others. Write for details. 
Gerity-Michigan Die Casting Co., Giftware 
Div., Adrian, Mich. 

Plants at Detroit 

and Adrian. 


Size 
Overall 9K" 











"EXTRA" SILVER ITEMS IN PRODUCTION 
(From page 3808) 


iced tea spoons, table spoons, dinner knives and forks, 
grille knives and forks, oyster forks, butter knives ang 
sugar spoons. 

Meat forks and gravy ladles are scheduled to be added 
later in the year and it is hoped to have the complete 
pre-war list of items, with the possible exception of 
carving sets, back into production shortly after the first 
of next year. 


Towle Manufacturing Co.:—JIced tea spoons and 
cocktail forks were added late in April to three of the 
company’s most popular patterns — Candlelight, Old 
Master and Old Lace. The company expects to extend 
these items into the other patterns shortly and as soon 
thereafter as possible will start the manufacture of 
serving pieces, such as cold meat forks, sugar spoons, 
gravy ladles, etc. | 

Production will at first be in limited quantities and it 
is probable that shipments for a time at least will be 
made only on a quota basis. 


R. Wallace & Sons Mfg. Co.:—Table spoons, and 
dinner knives and forks will go into production early 
in July. No date has yet been set for production of 
other special pieces above the basic place setting items. 


The Watson Co.:—Table spoons, gravy ladles, 
cold meat forks, sugar spoons, butter knives, iced tea 
spoons, oyster forks and salad spoons are now coming 
through in addition to standard place setting items, and 
further pieces are expected to be added in the reason- 
ably near future. 


Frank M. Whiting & Co.:—Table spoons, dinner 
forks and .knives, demi-tasse spoons, iced tea spoons, 
oyster forks, salad serving sets, pie servers, and 
steak and carving sets are now available in the new 
Princess Ingrid pattern, and the company states that 
dinner knives, dinner forks, iced tea spoons and gravy 
ladles will soon be available in all patterns in the line. 

Carving sets, steak sets and pie servers are already 
being made and shipped in all patterns. 

A few manufacturers, though mostly the smaller ones, 
either have not replied to the request for information 
or state that their plans are not yet sufficiently definite 
to be announced. 

However, with the ice having been broken by so many 


_of the important silversmiths, the situation should be- 


come progressively easier from this time on. 





EASIER THE BETTER GETS RESULTS 
(From page 812) 


in conversation, asking: “How long had they been in 
the same home? Did they have children? How many? 
Were there grandchildren? How old were they?” If 
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This new, ingenious Travel Iron is as flawlessly finished as a sparkling mirror. ..as stream 
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lined as a “Flying Wing” airplane. 


New General Electric Travel Iron 


This top-of-the-counter jewelry item 
is a good “‘conversation piece’! Intrigues 
everyone—starts them asking questions! 

Your customers will be amazed to learn 
that the handsome Travel Iron folds into 
a unit just two inches high . . . weighs only 
two pounds... yet has an ironing sur- 
face of 20 square inches! 


Travelers can tuck this travel iron into 
a corner of a small overnight bag. The 
iron operates on both a-c and d-c. 


The Travel Iron can be used by both 
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right- and left-handers. There are double 
thumb rests and the cool Textolite plug 
is reversible. An indicator shows correct 
temperature for safe ironing! 


Get this handsome, fast-moving item 
on your counter just as soon as you can! 


General Electric Company, Appliance 
& Merchandise Dept., Bridgeport 2,Conn. 


> Attractive iron weighs only 2 pounds, 
folds into a unit just 2 inches high, slips 
into a neat suede-cloth case with dainty 
gold-finished zipper! 


General Electric Irons 
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any birthdays occurred in the near future he always 
asked if they had bought a gift yet. Usually they had 
not, and by that time were in the mood for sugges- 
tions. From these chats it was easy for him to swing 
into a sales talk. And, of course, he watched the cus- 
tomers carefully to talk up anything that struck their 
eye for themselves. For, since their marriage was iu 
that month, the husband would—or should—naturally 
be thinking of an anniversary present. 


PRIZE PRESENTED PUBLICLY 


The grand prize was presented at a pre-announced 
time late in November. It went to a hale and hearty 
couple who had been married for sixty-four years. The 
newspapers had been notified in advance and had sent 
photographers and a reporter, glad of the chance to 
get a good, human interest story, as well as willing 
to cooperate with an advertiser. The store was mobbed 
and Mr. Stevens made the presentation a touching, 
though brief, occasion. 

It has now been several months since this contest— 
long enough to test the results. Mr. Stevens is more 
than satisfied, and plans to repeat it frequently, allow- 
ing about six-month intervals between, featuring a dif- 
ferent month each time until those married in each 
month have had their turn. 

This particular store in the chain has been open only 
a little over a year and a half and this was an excel- 
lent way to get the company name on “the tip of the 
tongue’ of all the potential cusomers in the surrounding 


community. One couple came in with a wedding cer- 
tificate torn in about fifty pieces and patched with 
mending tape. When asked about the condition of the 
license, they laughed and explained. About a week after 
they had married they quarreled and each stood in front 


- of the other and tore up half of the license. When they 


had it in tiny pieces, they had worn off their temper 
and laughingly sat down to put it together again. For 
sentimental reasons they had never had a duplicate 
made. Another, in fact many others, came in with 
licenses in frames which had never left their bedrooms 
until this contest. Such incidents show how much confi- 
dence these people placed in this contest. Word-of- 
mouth advertising, commonly recognized as the best 
kind of advertising, was created in large quantities, 
Since the contest offered a human-interest news item; 
many things to talk about, it naturally provoked a great 
deal of conversation. And many new customers are 
coming into the store, even today, mentioning tales of 
the contest which first attracted their attention to the 
establishment. 


USED FREE PUBLICITY 


Free publicity helped. The billboard in the theater 
lobby displayed the name and address of the shop so 
that many who were not directly interested in the con- 
test became familiar with the Peter’s Jewelers. Both 
this and the item in the local newspaper reached a ma- 
jority of those who were real prospects, inhabitants of 


the neighborhood of all ages and stages. The story of 





New Sensation in Costume Jewelry! 


Get on the "Big Sales" Bandwagon 


Today With These Fast Sellers! 
NOTE: 


Each cocktail -ette 
bracelet is tagged with 
the Lady Dimal trade- 
mark of distinction and 
sealed in a cellophane 
bag. 
FREE! 
Beautiful Lucite Display 
Stand Free with each 
5 dozen bracelets. Also 
© attractive counter cards 
A to help build up volume 


a 


A sales. 


| d DEALER'S PRICE 


These stunning creations are sweeping the country . . . they can't be 
beat for sparkle and eye-appeal! Similar in style to fabulous original 
diamond and ruby bracelets . . . Finished in highly polished 18 Kt. pink 
gold . . . set with brilliant rhinestones combined with simulated rubies, 
sapphires or emeralds. Each bracelet has the famous Lady Dimal De- 
luxe expansion band for perfect comfort. 


ORDER TODAY for IMMEDIATE DELIVERY! 
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the presentation of the gift warmed the hearts of the 
readers, leaving with them a pleasant feeling toward 
the store. The old folks themselves, and the 800 or 
more receivers of free tickets, were almost all resi- 
dents of the community and had a large circle of 
acquaintances who, of course, heard about their good 
luck, and thus heard about Peter’s. The good-will from 
such a contest is a sizable and important result, assured 
by the very nature of the contest. 

An excellent mailing list was also obtained, the re- 
sult of requiring applicants to register. The name, 
address, wedding date and place of over 800 people, 
mostly residents of the community, are now on a card 
index in Mr. Stevens’ file. Such a choice list will pre- 
vent waste in direct-mail advertising by permitting the 
store to send its advertising messages to real prospects, 
those who are already receptive. In other words, they 
have made the first formidable break in the hard ground 
and the field is prepared for future sowing. 

But the final test is in the selling. And this is the 
proof of the effectiveness of the contest. Over forty 
per cent of those who registered have made purchases 
up to the time of this writing. The contest has sold 
every kind of merchandise from knick-knacks to dia- 
monds. And there is no way of measuring the sales 
which were the indirect result of the advertising scheme, 
but from the customers who come in and mention it, 
this, too, is a weighty matter. 





FOR BETTER SILVER RETAILING 
(From page 316) 


a service for six or eight is better suited to her needs, 
and so on down the line. 

In each case, the point is made that the collection of 
items suggested should be individually tailored to that 
particular customer’s individual needs, and that the 
salesman who does this systematically will find himself 
making more sales, more easily, because the customer 
will instinctively recognize that he is thinking first of 
her specific needs and therefore his advice and sugges- 
tions are welcomed and followed. | 

Similarly, the suggested service should be determined 
in part by the customer’s spending power. The woman 
who has plenty of money may be offended by the sug- 


‘gestion that she be satisfied with the kind of purchase 


that would be highly appropriate to her sister on a strict 
budget, while conversely, the one who must count her 
dollars will be frightened off and perhaps antagonized 
if an effort is made to sell her an elaborate and extensive 
service at one time. 

The second section of the course provides the sales- 
man with the type of information that he needs to act 
as an expert adviser in the selection of the proper pieces 
and in their correct usage, including the accepted styles 
for table setting for various occasions. Many customers 
are not too conversant with these things and welcome 
advice on them if it is tactfully given in a spirit of help- 
fulness and not in an attitude of supercilious superiority. 
- Another section of the course goes into detail on the 
tailoring of the service to the customer and includes sug- 
gestions for recording the purchase and following up 

(Please turn to page 357) 
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The Girl in the Ad on Page 314 


Meet lovely, clear-faced Mary Shaw... heroine of the lat- 
est International Sterling ad. 

At 22, Mary is one of John Robert Powers’ most-in- 
demand models...and she finds the hatbox-and-camera 
life such fun that she wants to make it her career, although 
she once studied to be a nurse. 

Mary’s hobby is singing . . . and she has a voice to match 
her face. Her favorite sport is horseback riding ...and she 
looks as perfect-for-the-part in breeches as she does here in 
a wedding gown. 











FIDDLE 


THREAD 
FIDDLE EDWARD VII 


SHELL 


This unusual grouping of related designs, which we 
call our FIDDLE-BACK patterns, 1s bemg featured 
in national magazines. Ask our salesmen about coopera- 


tive counter displays and literature. 
FRANK SMITH SILVER COMPANY, GARDNER, MASS. 
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Modern Merchandising Touch 


Keeps Volume High in China. Gifts 


While Jaceard’s, long established in Kansas City. Mo.. like most 


fine stores, does most of its business in diamonds, jewelry and 


watches, it has not overlooked possibilities of china and gifts. 


by GRIER LOWRY 


In its china alcove, Jac- 
card's feature the Bride's 
Table which is decorated 
weekly with tableware se- 
lections of brides-to-be 
from well-known families. 


FINE old-established store doesn’t necessarily 
have to be moss-backed, nor is there any compul- 
sion that its management must be afflicted with harden- 
ing of the mental arteries. A long record of integrity and 
high standards can be combined with alert and enter- 
prising methods and ideas; and when that happy com- 
hination does exist, the result is really something. 

A case in point is the Jaccard Jewelry Company. 
Kansas City, Mo., 118 years old, but recognized as one 
of the Middle West’s truly modern retail jewelry 
establishments. 

The Jaccard history dates back to 1829, when Louis 
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Jaceard arrived from Switzerland and established a one- 
window jewelry shop in St. Louis. Although his direct 
descendants, who head the Jaccard store in Kansas City, 
have preserved the underlying principles on which The 
House of Jaccard was founded—integrity and confi- 
dence—the modern touch also traces freely through the 
entire Jaccard pattern. 

There is inspiration fodder not only in the company's 
118-year progress-packed history, but also in the ideas 
embodied in the present-day operation—the effective 
advertising program, the efficient store layout, the strik- 
ing window displays and the way in which every depart- 
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he CAMELLIA— 


with carved flower and 
leaves enriched with gold. 


FFIN OPTIC— 


with hand-crafted, swirled 
base. 


UNITED STATES GLASS CO. 
TIFFIN, OHIO 
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In their advertising to brides, 
Jaccard's stresses its years of 
service in fulfilling their needs. 


Six small windows and three large 
windows are utilized by Jaccard's. 
At left is display of English bone 
china; large one shows hollowware. 


ment and every class of goods is utilized to extract its 
fullest potentialities as a business builder. 

For example, although Jaccard’s, like most fine 
jewelry stores, does the greater part of its volume in 
diamonds, precious jewelry and watches, it has also de- 
veloped by vigorous merchandising, a surprising amount 
of business in costume jewelry, silver novelties, glass- 
ware, china and art goods. 
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A permanent display in a window of the store 
in devoted to the showing of items from the 
firm's extensive selection of imported artware. 


Costume and gold jewelry and silver novelties are 
displayed in the ten 10-foot showcases which make up 
the big horseshoe that faces the customer as she enters 
the store. Silverware (hollowware and plated silver), 
artware, crystalware, and chinaware are displayed in 
the alcoves that line the entire left hand side, run across 
the back, and halfway up the right hand wall. Six of 
these display niches measure six by nine feet, while the 
chinaware alcove at the rear of the store is fourteen by 
eighteen feet. Normally, the store has a stock of fifty 
stemware and fifty chinaware patterns. 

These display alcoves are equipped with glass shelv- 
ing, mirrors, baby spotlights, and fluorescent lighting 
fixtures. 

An interesting sidelight of the chinaware display is 
the Brides’ Table, which features the tableware choices 
—chinaware, stemware, and silver—of brides-to-be from 
well-known Kansas City families. Tags attached to each 
item on the table bear the name of the bride selecting 
the merchandise and her wedding date. An employee 





has been deputized to make the necessary arrangements 
for changing the table weekly. 

Jaccard officials are encouraged by the improved flow 
of artware from foreign countries. The store’s selection 
of imported art novelties has always been a distinctive 
and profitable feature, and reestablishing this depart- 
ment on a prewar basis is a current goal of the officials. 

(Please turn to page 357) 
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(Diggot AND (Beller FOR 1947 


It may seem odd to increase our national advertising again be the retailers’ headache. And we believe you 
schedule for Spring, 1947, when demand still exceeds agree with us . . . will approve the following 
supply. Fostoria, however, is looking ahead to that schedule for this Spring: 
day when the shelves are filled and quality goods Magazines Insertions 
have to be sold. Better Homes & Gardens . . . . .  .3half pages 
. . | . Ladies’ Home Journal . , . , . 3 half pages 
We believe our broadening advertising program ———a— ... . ... yee 
will help make your Fostoria selling easier when Bride's Magazine . . . . . .  . 2 full pages 
general selling becomes more difficult . . . will give House Beautiful .- . . - + + «+ «3 full pages 
is Saud f h h House and Garden... ; »=3 , . 3 full pages 
te a DIf DacKlog of eager prospects bs en other Guide for the Bride ; ‘ : . | full page 
items have to be pushed. This is our philosophy to What's New in Home Economics - .  .  . 2 full pages 
help circumvent markdowns which may someday Total circulation, 25 million, 500 thousand 











FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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|. New salt and pepper mills in kiln-dried black walnut 
trimmed with heavy sterling. Pepper mill retails at $12; 
salt mill, $10.50. Jonmar Co., 1200 Lexington Ave., N. Y. 


2. Palm tree design etched on [5" round bent glass tray, 
retail $4.75. Kensington, Inc., New Kensington, Penna. 


3. "“Tuck-a-Way," $5 retail, contains gold-plated cuticle 
scissors, nail file, manicure stick, tweezers, in chamois- 


lined leather case. C. J. Bates & Son, 366 5th Ave., N. Y. 


4. Massive enough to please any man's desire for a large 
ash tray is this western stirrup tray in two-tone bronze. 
It may be had in a variety of western subjects to retail 
from $4.50 to $5.50. Trophy-Craft, 249 N. Reno St., L.A. 











5. Perforated tole-tray, 18" by 24", with imported print i 
and hand-painted flowers. Alcohol proof. Wholesale $15. ; 
From Hammond Tole Metal Corp., 88 University Place, N. Y. : 


6. "Tired Glassware" to put life and laughs in any party, 
are these unique, singularly-shaped, 22K bevelled gold rim 
glasses. From Paul Klepa, 8368 W. 3rd Street, Hollywood. 
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7IMPORTED 


Service Tray $230.00" ~_ 


au 


Bud Vases 
) $5.10 and $8.00* 4 


a the land of silver come these unusually 
fine sterling pieces by the Italian mastercraftsman, 
Canepa, in Lima, Peru. Perfection of workmanship is 
guaranteed in exceptionally wide selection available 
for immediate delivery. Other pieces not shown in- 
clude tea sets, meat platters, pitchers, ice buckets and 
popular gift items such as ash trays, picture frames, 
nut dishes and many others. 


*All prices quoted are wholesale 
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STEREL 


Cocktail Shaker 


$5.25* 


* 


ed 


un Glo Studios 


225 FIFTH AVENUE, NEW YORK 10, N. ¥. 
CHICAGO—1217 MERCHANDISE MART 
LOS ANGELES—527 WEST 7TH STREET 










1. Liquor dispenser made in either 24K gold plate (retail 
$3) or silver plate (retail $2). Cased with extra cork. 
By E. L. Remy Co., 125 East Wells Street, Milwaukee, Wis. 


2. Ivory china accessories for delivery now. Either beaded 
or rococo sets of cigarette box and two trays to retail 
at $3; rococo candy box, $3.50, and leaf trays at 90 cents 
each. From Beth Weissman, Inc., 49 W. 23rd St., New York. 


3. Silver plated salad bowl I1'!/4" in diameter with attrac- 
tive trim. $7.50 retail. Dodge, Inc., 401 E. 6th St., L.A. 


4. Pill boxes in two styles—mosaic designs in black enamel 
flowers; silver plated with embossed decoration. To re- 
tail at $3.50. Little-Jones Co., 15 W. 24th St., N. Y. 


5. Available in combinations of pastel shades and clear, 
these Lucite perfume flacons come in |, 2, 4, and 8 dram 
sizes. Also in gold plate. They retail from $1.25 to $3. 
Belmont Plastics, 802! Melrose Avenue, Hollywood, Calif. 


6. "Mayflower" pattern in Spode dinnerware with a border 
printed in Chinese puce and a hand-painted center rose. 
From Copeland and Thompson, Inc., 206 Fifth Avenue, N. Y. 
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FOR BETTER SILVER RETAILING 
(From page 347) 


the sale at appropriate intervals until the customer's 
needs are fully met. 

Another chapter is designed to aid the salesman in 
developing sales of the appropriate hollowware items 
io accompany the flatware, while still another provides 
a mine of interesting information on the history of silver- 
ware and the development of various styles and types 
—data from which the sales person can cull the interest- 
ing bits of background information that do so much to 
create in the customer’s mind the desire for fine sterling 
and lead her to feel that the salesman is truly an expert 
on the subject. All of us like to deal with the man who 
really knows his merchandise. 

The last volume concludes with a useful glossary of 
silverware terms with their definitions. 

The jeweler or jewelry salesman who masters this 
course and follows it will be establishing a reputation 
in his local market for a personalized service that will 
cause his services to be sought by his prospective trade. 
The merchant who has accomplished this, gains the most 
valuable asset to successful and profitable retailing. 





MODERN TOUCH BUILDS GIFT VOLUME 
(From page 350) 


Here are vases, ashtrays, baskets, cigarette boxes, per- 
fume boxes, etc., made in Czechoslovakia, Portugal, 
England, Sweden, and Italy. 

Like their mothers, grandmothers, and great-grand- 
mothers, the present crop of Kansas City brides with 4 
taste for fine things turn to Jaccard’s. Sharply illus- 
trating this tendency are the booming sales in the silver- 
ware section. 

Silverware appointments include two sit-down tables, 
each fourteen feet in length, equipped with glass tops so 
patrons may view the patterns displayed in the cases. 
Ordinarily, forty-eight silverware patterns are available 
for selections. The silverware display panels under the 
table are removable and are taken out for close-hand 
inspection of the merchandise. 

Royal-Doulton English bone china and the Gorham 
Silver Company are two standouts of the brand-studded 
Jaccard sales roster. 

Newspaper advertising, a fine distillation of institu- 
tional and merchandise copy, has been an important 
factor in Jaccard’s achievement of attaining and holding 
a prominent place among the country’s leading jewelry 
stores. Distinctive, polished copy, reflecting the char- 
acter of the store, is prepared for every issue of The 
Kansas City Star and Times; The Independent, Kansas 
City’s weekly journal of society; The Christian Science 
Monitor, and The Catholic Register. 

An understandable note of exultation creeps into the 
voice of W. B. Jaccard in a discussion of the store dis- 
play windows. Seldom does a week pass that several 
shoppers, or telephone callers, don’t commend the win- 
dow display artistry of the window decorators in charge 
of Mrs. Bernice Stewart, who has a singular flair for 
fashioning eye-compelling window creations. The win- 
dow display crew has three windows, 12 feet long and 
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Pairpoint Rock Crystal 


—NOW AVAILABLE 


Ideal for Weddings and Anniversaries 


Heirloom quality, full lead crystal, hand-made and 
engraved, peer of the world's finest. 





Top: 

ee NG koi kc dacecevccedadd each $15.50 
I cha, cance cecdeckuaccdi each 15.50 
I io detec acdihesbiddesbas each 18.00 
Center: 

pe I enc paccckscncdassannel each 18.75 
31-60 Cornucopia 11” .......... ceaaGaaas each 10.75 
as poise a bahawebawadeaae each 9.75 
Bottom: 

31-67/74 Console set .............cceeee 3-pc. 47.25 
Saree Ge PE GN i co kk ce ccncieécdccee each 25.75 
ee EE bind ceeeaunensaubasaied pair 21.50 


NET WHOLESALE; F. 0. B. NEW YORK 


Many items in mitre-cut crystal, also ruby with crystal. 
Prices on request. 


Shown in CHICAGO, 1520 Mdse. Mart 
LOS ANGELES, 712 So. Olive St. DALLAS, 302 Santa Fe Bldg. 


KOSCHERAK BROS., INC. 


Established 1887 
129-131 FIFTH®AVENUE NEW YORK 3, N. Y. 
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GEO. BORGFELDT 
CORPORATION 


44-60 East 23rd St. Tel. GR 7-0400 New York 10, N. Y. 


LEADING AMERICAN LINES 








@ POTTERY 
@ FANCY GOODS 


@ GLASSWARE 
e DINNERWARE 


Supplemented by 


@ FRENCH BRONZES 
@ VENETIAN VASES 
@ HAND SCULPTURED GLASS FIGURES 


@ ENGLISH DINNERWARE AND TEA- 
POTS 


@ CZECHOSLOVAKIAN CASED GLASS- 
WARE AND CHINAWARE 


@ ITALIAN ALABASTER FIGURES 
@ BOOK ENDS, Etc., Etc. 


(Some of the above lines from stock ) 
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The New Smoker's Robot 


The Smoker’s Robot makes a reclining smoke 
in bed, bath, lounge, study, or even sick-room, a 
comfortable and safe practice for the multitude 
who read in this manner and smoke. It collects 
the cigarette ash automatically, even though the 
user is absorbed in reading; and if Morpheus beckons, the 
butt is safely secured in the catch until later released by 
a touch of the spring-action ejector. No danger of sparks 
or burning ash to clothes, bed sheets, rugs or furniture. 


National advertising begins in the July “Esquire’’ 
Chrome plated over solid brass $18 dozen 
Leather model Robot $30 dozen 

Sterling silver (weighted) Robot $90 dozen 


JONATHAN LAW Sie 


157 State Street, New Haven 10, Conn. - 








308 




















. 





27 inches deep, and six smaller windows, in which to ply 
their talegts. ‘The steady stream of shoppers who parade 
past the well-located store supply inspiration for the 
display staff. 

Window backdrops are gilded with lucite crystal fix. 
tures, flowers, and colorful “throws,’ as Mrs. Stewart 
and her staff move around the calendar in preparing 
seasonal displays. 

Illumination for windows is provided by direct light- 
ing equipment supplemented by a number of 250-watt 
spotlights. Two extra spotlights are used in the dia- 
mond window in creating special attention to thi; 
display. 

Crystalware, diamonds, leatherware, silverware, cos- 
tume jewelry, and imported artware are more or less 
habitual window occupants. A Bridal Window, another 
regular feature, contains samples from the stationery 
shop. 

“We spice our windows with displays in which two 
or more lines are judiciously mixed,’ declares Mrs, 
Stewart. ‘“‘For example, a harmonious blend of costume 
jewelry and ladies’ leather accessories is often used, In 
a crystalware window we may apply a one-thematic 
plan by displaying cordial and cocktail glasses.” 


i) 


SELL DIRECT FROM WINDOWS 


The store policy on removing merchandise from win. 
dows is explicit. 

W. B. Jaccard explains, ““We feel that a merchant 
should be sufficiently pleased at having a customer at- 
tracted to an item in a window display to cheerfully sell 
merchandise from windows. We indulge this shopping 
foible because it is usually an uncomplicated matter to 
replace the merchandise. Although you may be en- 
phatic in your assurance to a customer that you have an 
exact replica of the merchandise on your shelves, he may 
remain unconvinced and become annoyed at your failure 
to cater to his whim.” 

The Jaccard staff is comprised of eighty employees. 
The sales. personnel undergoes year-around instruction 
designed to keep them posted on new merchandise, sell- 
ing trends, and allied subjects. For a half hour every 
Thursday morning the staff gathers for this weekly 
“prepping” by department managers. 

Under a GI training program at the store, three war 
veterans are developing into jewelry sales specialists, 
and another ex-GI is acquiring proficiency as an en- 
graver. 

Two sets of Jaccard brothers are at the helm of the 
present-day store: Walter M. Jaccard, Chairman of the 
Board; Ernest A. Jaccard, president; W. B. Jaccard, 
executive vice president; E. Gilbert Jaccard, secretary. 
The other officials are: A. R. Wintermote, vice president 
and diamond sales supervisor; Roy S. Latham, vice 
president, in charge of manufacturing and designing, 
who is responsible for exquisite diamond creations de- 
signed to reflect the personality of the wearers; and 
E. K. Jennings, treasurer. 

Retail trail-blazers, the Jaccards have never clung to 
old conventions, never allowed their policies to become 
static. Instead they have mixed another ingredient— 
constantly alert management—in achieving as complete 
a Middle Western retail jewelry operating success as Wé 
are acquainted with. 
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the opening of our New York buying office con- 
ventently located at No. 1 East 57th Street. We 
cordially invite manufacturers, buyers, and others 
in the jewelry trade to pay us a visit the next 


time youre in the vicinity of 57th and Fifth. 


FAM. LOSE NT HAG 


Main Office. . 
702 H ST., N. W. Washington 1, D.C. 
N. Y. Office . 


| EAST 57th ST. New York 22, N. Y. 
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FTC RESTRICTS WATCH CLAIM TERMS 


Trade Practice Rules Covering Use of "Waterproof", 
"Shockproof" and "Non-Magnetic" Terms Issued; 
Essentially Same as Draft Proposed by JVC in 1945 


Use of the terms “waterproof.” “shockproof,” “non-magnetic” and re- 
lated designations as applied to watches, watch cases and movements, has 
been sharply restricted as a result of trade practice rules promulgated by 
the Federal Trade Commission on April 24th. The rules become effective 
May 24th, 30 days after promulgatio 


Essentially, the rules are the same as 
those originally drawn up by the Jewel- under Test No, 1 specified in pregeree) 
’ * : os (d) of this section, and immune to damage 
ers’ Vigilance Committee and submit from water or moisture, but as to which 
ted by them as a proposed code at a the continuance of such imperviousness or 
; s immunity is contingent upon certain sne- 
trad . meeting under the sponsorship of cial care or maintenance, (such as tight- 
the FTC in April, 1945. The recom- ening, or replacing stem packing, back 
mendations were then circulated to the gaskets, etc., after wear, or after opening 

‘ : the case for repairs, adjustment, or for 
trade preparatory to hearings which other purposes, again resealine, repack- 
were held by the FTC in Washington in ing, or closing the case by specially adapt- 

ed tools or instruments, or by competent 
December, 1945. exnerts or by use of other means or 
: ‘ methods, adequate to maintain or restore 
Basically, the rules forbid the use of said imperviousness and immunity to 
the terms “waterproof” and “non-mag- water, moisture, and damage), nothing in 
se a P ; “ 8 this section shal] be construed as prohibit- 
netic” unless such is actually the case ine vse of the term “waterproof” as des- 
and the fact has been clearly proved by criptive of such watch or watchcase: 
ae a f h Provided, That in immediate conjunction 
an actual test. equirements for those with the word “waterproof” such term is 
tests are part of the FTC rules. qualified by full and nondeceptive state- 
ment and disclosure of such contingencies 
Use of the term “shockproof” is out- and nee = — a Oe ee 
, as nance: 4nd provided fur , at in suc 
lawed by the rules since it is manifestly vse of the term “waterproof” no advertis- 
impossible to manufacture a watch im- we 0 ad erg wee engee 9 set-up, form of 
° aheling, or other tyne of representation or 
pervious to all shocks, but the terms presentation to the public, is used which 
“shock-resistant” and “shock-absorbing” ~ deceptive oF, mmaniins as a whole or 
: eae n any part: And provided further, That 
are authorized under certain conditions. the term “wateraroat” te not used or wet 

Text of the trade practice rules is as forth in such position or at such location 
foll : on the watch or elsewhere that the neces- 
OllOWS: sary qualifvine statement or disclosure 

. a a ron be shown clearly 
RULE 1:—(a) Improper use of the term an ully in imme iate conjuncticn with 
“apaterproof.” It is an unfair trade prac- ee Pang yo Ne ae , 
tice to use the term “waterproof” as de- “it ba ae a zs for gg aa ae to 
scriptive of a watch or watchcase under For saummainien an Maem oe Bio 5 
any false, misleading, or deceptive cir- ousness to water and aaebate “aaeien 
cumstances or conditions, or in any man- in paragraph (c) of this Rule 1 ‘the fol- 
ner which has the capacity and tendency lowing test shall be acceptable for a watch 
or effect of causing the purchasing or con- or watchcase, namely, complete immersion 
suming public to be misled or deceived, for at least five minutes in water under 
or of aiding, abetting, or causing sales- atmospheric pressure of 15 pounds per 
men, dealers, or other marketers to mis- square inch and for at least an additional 
lead, deceive, or confuse the purchasing or five minutes in water under pressure of 
consuming public. at least 35 pounds per square inch, with- 

(b) Use of term “waterproof” without out admitting, or showing any evidence or 
qualifications or lmitations. This rule caracity to admit, any moisture or water. 
shall not be construed as prohibiting the (This test is not to be accepted as showing 
application of the word “waterproof” in a or indicating the durability of such im- 
nondeceptive manner as descriptive of a perviousness to water or moisture or any 
watch or watchcase which is of such com- time or perfod during which such impervi- 
position and construction as to be and re- ousness may continue.) 
main impervious to water and moisture (e) Improper use of the terms “mois- 
and immune to damage therefrom, through tureproof,” “water sealed,” “watertight,” 
immersion or otherwise, throughout the “water protected.” ete. The foregoing sev- 
life of such watch or watchcase. eral provisions of this Rule 1 applicable 

(c) Use of the term “waterproof” with to the term “waterproof” shall be applic- 
qualifications and limitations. In respect able with like force and effect to the terms 
to watchcases or watches which have been “moistureproof,” “water sealed,” “water 
manufactured, processed, or finished so as tight,” “water protected,” and words, 
to be, and when sold to the purchasing terms, depictions, or representations of 
public are, impervious to water or moisture like import. 
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RULE 2 :—(a) Improper use of the terms 
“water resistant,” “water repellent,” ete, 
It is an unfair trade practice to use the 
term “water resistant” or “water repsl- 
lent,” or any word, expression, depiction, 
or representation of like import, as de- 
scriptive of a watch or watch case under 
any false, misleading, or deceptive cir- 
cumstances or conditions, or in any manpn- 
ner which has the capacity and tendency 
or effect of misleading or deceiving the 
purchasing or consuming public, or of 
aiding, abetting, or causing salesmen, 
dealers, or other marketers to mislead, 
deceive or confuse the purchasing or con- 
suming public. 

(b) Use of term “water resistant” or 
“water repellent’ in relation to test, ete. 
Nothing in this Rule shall be construed 
as prohibiting use of the term “water re- 
sistant” or ‘“‘water repellent” as descrip- 
tive of a watchcase or watch under the 
following conditions and limitations, name- 
ly, when the watchcase or watch has been 
so constructed and is of such composition 
as to provide protection against water or 
moisture to the extent of meeting the fol- 
lowing test, designated as “Test No. 2,” or 
a more severe test, and when, before being 
placed upon the market by manufacturers, 
assemblers, importers, or other marketers, 
the watch and the case have undergone 
such test; Provided, however, That subse- 
quent to undergoing such test and before 
sale of the product to the purchasing 
public as and for a water resistant or 
water repellent watchcase, the water Tre- 
sistant condition thereof has not been im- 
paired or destroyed by opening the case, 
or otherwise; and provided further, That 
no representation is made which is decep- 
tive in implication, or otherwise, by rea- 
son of concealment of material fact or 
by way of guarantee, warranty, adver- 
tisement, label, or other means indicating 
or tending to indicate that the water re- 
sistant condition of the watch or watch- 
case will remain unaffected throughout 
the life thereof, or that it will not be 
affected by opening of the case for repairs 
or adjustment, or will not be affected by 
wear or other condition, when such is not 
the fact. 

Norte: In the interest of avoiding possi- 
bilities of misunderstanding and decep- 
tion of purchasers, members of the indus- 
try or marketers of watches or watch- 
cases offered for sale or sold as and for 
“water repellent” or “water resistant” 
products should disclose to and inform the 
purchasing public, when such is the fact, 
that the water-repellent and water-re- 
sistant condition of the watch or case Will 
be or may be destroyed or impaired by, 
or will not or may not continue after, 
having been opened for repairs, adjust- 
ment, or for other purpose, or because of 
other contingency encountered in the cus- 
tomary use or wear of the watch, unless 
the case is again serviced or treated by 
competent experts or by other methods 
adequate to renew or restore its condition 
of water resistance or water repellency. 

(c) Test No. 2; for water resistance Or 
water repellency. For purposes of this 
Rule 2, the following is deemed an ac- 
ceptable test for water resistance OF 
water repellency of a watch or watch- 
case, namely, complete immersion of the 
case or watch for at least 3 minutes in 
water at a pressure equivalent to a dep 
of 26 feet of water under normal atmos- 


(Please turn to page 367) 
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i lerks 
Lazy, Impolite Sales C 
Lose Trade and Cut Profits 


A return to prompt, efficient and 
courteous service by many small retail 
businesses is required if they are to sur- 
vive and prosper in the highly competi- 
tive period ahead, the Department of 
Commerce said recently. 

“In time customers will forget the 
shortages and privations they have suf- 
fered as a result of war,” according to 
an article by the Office of Small Busi- 
ness in the forthcoming issue of Do- 
mestic Commerce, monthly Publication 
of the Office of Domestic Commerce,” 
but they will not continue to patronize 
stores whose employees are untrained, 
unskilled and discourteous. 

What is called for is a thorough train- 
ing program for salespeople, the article 
points out. Much has been said on the 
subject recently but very few stores ap- 
pear to be doing anything to remedy this 
unsatisfactory situation although the war 
has been over for more than a year. 

Though training of salespeople will 
vary according to the particular job, 
five general subjects should be included 
in a training program, the article states: 
(1) The main policies of the store; (2) 
the place of the employee in the or- 
ganization and his duties and respon- 
sibilities; (3) the characteristics and the 
uses of the goods he is to sell; (4) the 
making of proper sales records and 
(5) the art of serving people in a pleas- 
ant way. 

“Clerks must learn that poor selling 
methods, laziness, indifference and dis- 
courtesy lose trade and reduce profits,” 
the article states. Lower profits mean 
less opportunity for higher wages. 

Training aids to small business are 
available through trade journals and 
associations; individual manufacturers; 
standard textbooks on retailing obtain- 
able in public libraries, and the U. S. 
Office of Education which provides for 
retail training under the George-Deen 
Act. 

The article was written by Miss Sarah 
C. Saunders, an economic analyst in the 
Management Division, Office of Small 
Business. 





February Retail Sales Down 10%, 


Sales of independent jewelry stores 
were ten per cent lower in February, 
1947, than during the same month of 
1946, according to data compiled by the 
Bureau of the Census, Department of 
Commerce, from 1,064 jewelers in 36 
states. February sales were a fraction 
of one per cent lower than January 
sales. 

Alabama, Nebraska, Texas and Ver- 
mont were the only states that showed 
a gain in sales for the month_of Febru- 
ary. February, 1947, jewelry store sales, 
in comparison with the same month of 
1946, are shown for six cities as follows: 
Chicago sales decreased 12 per cent; Los 
Angeles 16 per cent; Portland 11 per 
cent; St. Louis 15 per cent; San Fran- 


cisco 28 per cent, and Seattle four per 
cent, 
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Wo ways to hold a customer 
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Set out a free lunch. A very generous gesture, 
bound to mob your store. But—is it practical? 













The speed of Air Express brings any 
supplier—even those in many foreign 
countries—within mere hours of your 
store. Special pick-up and delivery in 
all major U. S. towns and cities are in- 
cluded in the low rates. Coast-to-coast 
overnight, with same-day delivery 
between many cities. Fastest air-rail 
service to and from 22,000 off-airline 
Offices. Free valuation coverage 
on every package up to $50; 10¢ for 
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Specify Air Express-its 


GETS THERE FIRST 
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OR 


Let the speed of Air Express 
help you hold customers, make 
new sales. Show goods on 
memo, delivered by Air Ex- 
press in mere hours. Get new 
lines this fastest way and take 
advantage of the great promo- 
tion value in receiving items 
flown to you via Air Express. 
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Good Business 


each additional $100 or fractional part. 

hone your local Air Express Division, 
Railway Express Agency, for full infor- 
mation today .. . write today for 
Schedule of Domestic and International 
Rates. Address Air Express, 230 Park 
Avenue, New York 17, or ask for it 
at any Airline or Railway Express 
Office. Air Express Division, Railway 
Express Agency, representing the Air- 
lines of the United States. 








Rates are low 


To Air Express a 5 lb. package 
of lighters 1349 miles costs 
only $2.32! 12 lbs. for $4.83. 











Associated Credit Jewelers of N.Y. and N.J. 
Have GalaTime at 13th Annual Dinner-Dance 


Gathering for their 13th consecutive 
annual dinner-dance, members of the 
Associated Credit Jewelers of New York 
and New Jersey with their families and 
guests assembled at the Waldorf Astoria 
Hotel, in New York, on the evening of 
Sunday, April 13. 

More than 650 turned out for the 
occasion and the number would have 
been at least 250 larger but for the fact 
that the committee in charge wisely 
limited the sale of tickets to prevent 
over-crowding and to provide adequate 
space for dancing. 

The evening was purely one of social 





festivities with no speeches except a few 
brief remarks of welcome by President 
Rowland Goodman, and no presentations 
of trade notables. 

Dancing was interspersed between 
courses of the dinner, which was pre- 
ceded by the usual singing of the Na- 
tional Anthem. Forty-nine handsome 
door prizes were drawn for and dis- 
tributed, and each diner received a 
souvenir of the occasion, the gentlemen 
getting a set of men’s jewelry consisting 
of cuff links and tie clasp, while each 
lady was presented with a “vest pocket” 
perfume atomizer for her handbag. The 
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Moonstones and sapphires 


.. always popular 


... always in fashion. 


AY 


Our sources, established since 1901, keep us 


supplied with a complete assortment, priced 


at the current market. 


S. NATHAN & CO., 


INC. 


610 Fifth Avenue — New York 20, N. Y. 











souvenirs were contributed by the Bert 
L. Kaufman Co. 

A stage show emceed by Peter Donald, 
known to radio listeners as Ajax Cassidy 
of the Fred Allen show and master of 
ceremonies of the “Can You Top This” 
program, followed the dinner, and wag 
in the main thoroughly enjoyable, though 
somewhat marred by the unspeakably 
bad taste of an alleged comedian who. 
for reasons best known to himself, 
selected Lincoln’s immortal Gettysburg 
Address as the target for some cheap 
buffoonery. 

At the close of the show the floor was 
given over to dancing for the rest of the 
evening. 

Seated at the head table were Presj- 
dent Goodman of the association and 
Mrs. Goodman; Sidney Singer, general 
chairman of the dinner and dance com. 
mittee, and Mrs. Singer; J. J. Simon 
and H. M. Abelson of the committee, 
and their wives; Alvin R. Baer, treas- 
urer of the Associated Credit Jewelers, 
and Mrs. Baer; Phineas Peters, Genera] 
Chairman of the Executive Board of the 
Retail Jewelers Associations of Greater 
New York; accompanied by Mrs, F. 
Beyer, and William Wagner, Executive 
Secretary, and Mrs. Wagner. 

The committee in charge of the affair, 
in addition to the three members just 
mentioned, included Archie Linder, 
Howard Co.; Etta C. Boord, Personal 
Shopping Service; Clifford Walters, 
Tappin’s, Inc.; Seymour Greenberg, 
Royal Diamond & Watch Co.; Herbert 
Kappel, Busch Jewelry Co.; Leo D. 
Kind, Reid’s; Jay C. Lighterman, Tap- 
pin’s, Ine. 





Texas Ass'n. of Horological 
Schools Holds Initial Meeting 


The Texas Association of Horological 
Schools held its initial mecting in Dallas, 
Texas, on March 27, 28 and 29, 1947, 
for the purpose of raising the standards 
of watchmakers in the State of Texas 
by more intensive training programs 
in the various horological schools in that 
state. 

An election of officers was held and 
the following were chosen to serve: 
President, T. F. Watson, Houston School 
of Horology; Vice-President, Thomas E. 
Fry, Hardin College, Wichita Falls, 
Texas; and Secretary-Treasurer, Wilson 
Cranford, Cranford College of Watch- 
making, San Antonio. Its Board of Di- 
rectors is comprised of: Albert C. Rich- 
ardson, Kilgore College, Kilgore, Texas; 
Dr. J. H. Cranford, Cranford College of 
Watchmaking, San Antonio; Henry 
Hard, Houston School of Horology; Dr. 
James B. Boren, Hardin College, 
Wichita Falls, Texas; Imro Peterman, 
Texas Trade School, 1316 W. Commerce, 
Dallas, Texas; Dr. J. R. McLemore, 
Paris Junior College, Paris, Texas. 

Several necessary committees are 
working at this time on their respective 
appointments. It was further decided 
at the meeting that the next Board of 
Directors meeting be held in San Ant 
tonio on July 11, 12 and 13, 1947. 
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Jewelers Vigilance Committee Holds Annual 


Meeting; Report on Activities for Past Year 


The Jewelers Vigilance Committee 
held their annual meeting on April 1 at 
the offices of the 24 Karat Club of New 
York at 608 Fifth Ave., New York. 

Officers elected for the ensuing year 
were: G. H. Niemeyer, chairman (presi- 
dent); Walter N. Kahn, vice-chairman 
(vice-president); and Sigmund Cohn, 
treasurer. 

At the meeting, G. H. Niemeyer, the 
Chairman, in his report dealt with the 
changes that had taken place in business 
conditions and referred particularly to 
the over-production in certain lines of 
gold-filled, rolled-gold plate and karat 
gold jewelry, He referred to the condi- 
tion as a state of indigestion which had 
brought about a drastic readjustment 
of production volume, which he hoped 
would be temporary, if there were no 
serious and prolonged change in our 
basic economy. Mr. Niemeyer extended 
his thanks to the officers, directors and 
staff for their loyal support and coop- 
eration during the past year. 


TAX COMMITTEE REPORT 


Walter N. Kahn, chairman of the 
Jewelry Industry Tax Committee re- 
ported on the activities of the Commit- 
tee during the past year. He related the 
story of the presentation of the indus- 
try’s case against the excise tax and the 
final outcome of their plea. Speaking of 
the situation, Mr. Kahn said: “In spite 
of the fact that this Committee had 
asked that no individual action be taken 
by members on tax matters, Congress- 
men were forthwith bombarded by re- 
quests to make the cut in the tax rate 
effective immediately, some going as far 
as to state that the industry faced ruin 
if this were not done. In his message 
to Congress, shortly after his proclama- 
tion, the President asked that Congress 
enact legislation continuing excise taxes 
at their present rates. Such a bill was 
immediately prepared by the Ways and 
Means Committee and subsequently en- 
acted and signed. Although the cries 
of distress were thus instrumental in 
eliminating the interim period, they cer- 
tainly were of no help in securing the 
removal of the tax,” 


SITUATION WAS DISCUSSED 


Mr. Kahn said that the present situa- 
tion was fully discussed at a meeting of 
the executive group of the Tax Commit- 
tee on March 26. It was agreed that, 
While the greatest effort should be made 
to have the entire tax removed, the trade 
should be prepared in every way if it is 
found that the complete removal can- 
not be accomplished, to present a strong 
case for the reduction of the rate of the 
tax and for the application of exemp- 
tions. Mr. Kahn stated that it is doubt- 
ful whether anything at all can be done 
before hearings are held for the prepara- 
tion of the next general Revenue act. 

In conclusion, Mr. Kahn said that the 
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Committee and its counsel, Hugh M. 
Bennett, are carefully watching develop- 
ments and will leave no stone unturned 
in their endeavor to accomplish the 
major purpose for which the Committee 
was organized. 


P. Irving Grinberg, executive vice- 
chairman, reported on the activities of 
the Vigilance Committee during the past 
year, Highlights of Mr. Grinberg’s spcech 
were the fact that 31 days were spent 
in Washington on specific missions and 





also to maintain close contacts with gov- 
ernmental agencies; a number of in- 
stances of suspected smuggling were 
brought to the notice of the Protective 
Bureau of the Committee; the situation 
resulting for the purchase of diamonds 
in black markets abroad was presented 
to the Treasury Department, Depart- 
ment of Commerce, State Department 
and to the officials of the Belgian Con- 
sulate and the Committee viewed with 
concern the proposed cuts by Congress 
in appropriations for maintenance of the 
Federal Trade Commission and _ the 
Treasury Department, particularly those 
affecting Customs. 


(Please turn to page 380) 





FRENCH CUFFS ARE BACK 


Tie in now with this popular 


trend in Men's Fashions. Fea- 


ture these handsome Cuff Links. 


10 and 14 KARAT GOLD. 


6 INTERESTING SHAPES 
: 6 ATTRACTIVE DESIGNS 
-ENGINE-TURNED, PLAIN and ENGRAVED 
TO RETAIL FROM $19.50 TO $50 — 
















All Display Space Originally Allotted By 


NACJ For Convention Has Been Reserved 


The National Jewelry Fair held with 
the Convention of National Association 
of Credit Jewelers on July 28, 29, 30, 
and 31, 1947, in Chicago has attracted 
the nation’s leading jewelry, watch, and 
silverware lines in such numbers that all 
display space, originally allotted by the 
Stevens—world’s largest hotel—has been 
reserved. 

When the Convention Committee of 
the NACJ met early this year, arrange- 
ments were worked out with the 


Stevens, whereby increased facilities for 
display purposes were made available. 
In addition to the huge Exhibition Hall, 


largest in any hotel, 28 booths were in- 
stalled in the Normandie Lounge, a half 
flight up through the lobby of the Michi- 
gan Ave. entrance. The Lounge is lo- 
cated on the same floor as the Grand 
Ballroom, where all luncheons and the 
NACJ banquet will be held. 

The entire fifth floor of the hotel was 
set aside for displaying lines. In addi- 
tion, a number of suites will be utilized 
by the diamond firms requiring this type 
of accommodation. 

With the publication of Convention 
dates, intense nation-wide interest was 
manifested by jewelry buyers, anxious 
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to glimpse the newest lines of outstand- 
ing manufacturers and wholesalers, Un- 
doubtedly the 1947 National Jewelry 
Fair will mark one of the largest gather- 
ings of jewelers ever to assemble in one 
city at one time. 

With the entire allotment of exhibit 
space soaked up by the jewelry industry, 
and a great many firms still requesting 
reservations, fifty additional rooms were 
provided on the sixth floor of the 
Stevens. Then to satisfy the increased 
demand for space, the Convention Com- 
mittee announced the acquisition of the 
Exhibition Hall of the Congress Hotel 
where fifty booths have been effered, 
These last two mentioned areas repre- 
sent the only space now available to ex- 
hibitors. Space previously mentioned— 
Stevens Exhibition Hall, Normandie 
Lounge, Stevens fifth floor—has been 
sold out. 

In the Congress Exhibition Hall, one 
block north of the Stevens with entrance 
to this area on street. level, approxi- 
mately one-half the booths made avail- 
able have been reserved by firms unable 
to secure space in the Stevens. 

Full registration of all visiting jewel- 
ers will be established in the Congress 
hotel where a large block of sleeping 
rooms has been set aside for the Fair 
days. Special announcements in_ the 
daily paper and over public-address sys- 
tem in the Stevens Exhibition Hall will 
emphasize exhibits at the Congress 
Hotel. 

While the number of firms exhibiting 
at the 1946 National Jewelry Fair shat- 
tered all previous records, reservations 
for space already confirmed to par- 
ticipating firms at the °47 Fair will attain 
an all-time high. 

Frequent comment heard from execu- 
tives of firms points to the necessity of 
again requiring sales effort and mer- 
chandising promotion to attract the in- 
terest of buyers. It has been reported 
from salesmen in the field that many 
jewelry buyers are deferring their com- 
mitments until the Fair in July. Ex- 
istence of such conditions has caused ex- 
hibitors in a number of instances to in- 
crease their space over that used last 
year to accommodate the increased num- 
ber of buyers. 

The Convention Committee has ad- 
vanced the opinion that all display 
space will be sold by the end of April. 
At the last Fair, many firms unable to 
secure display space were disappointed. 
Such firms who desire to display should 
write to: The National Jewelry Fair, 
Room 1210 Arcade Bldg., St. Lous 1, 
Mo. 

Here is a list of firms who have re- 


served space for the 1947 National 
Jewelry Fair up to and_ including 
March 381. 


EXHIBITORS AT 1947 NATONAL 
JEWELRY FAIR 


Aisenstein, Louis, & Bros. Co...... New York 
American Jewelry Distributors..... New York 
American Pearl Co.......... Providence, R. I. 
American Time Products........... New York 
Arnstein Brothers & Co............ New York 
Axel Brothers, Inc........... ao iealarl New York 
BS & © Chaim Geiccccccccces Providence, R. | 
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p. Z. Watch & Jewelry Con. ete ind. 
Bardach Brothers os i rer ese: Detroit, Mich. 
Bass, Luckoff & Waybur Chicago, lll. 
Bell Lan —¥ ET York 
nolo =ngpge Re Chicago, IIl. 
Bieler-Levine ..----+++++**"*" ee ie 
Braude, — . eT eecees New York 
isto eamlesS KNINES.-++++err+2%" ’ 
apo Mos Te sapekheedens oon Conan. oon 
Brown & Gravenson...---+++++++++* se we 
Bruner-Ritter, Inc. ..-+-++++++++"%: = —- 
Bulova Watch Ph cscndaswedaeeene = tae 
Busch, S. J., Inc...--+-++seeeeees Fo not vo 
Buss-Linthicum-Thorson, Inc. .... “ee * 
Caplen Jewelry Displays.....------ xe . _ 
Carmody Products ..-++-+++++++++: — aoe 
China OverseaS ...-++eeseeereeccee = —- 
Cohen, A., mage geese aes abeoane = lt me 
Continental Silver Co...-+--+-°+-°+ a 
Crawford Watch Co........-eeeeees New bi 
Croton Watch Co.....--+++seeeseees New a7. 
Davidson & Sons Jewelry Co.. ...+.New —~ 
Davis, Barnett, Inc.......-+-+-+- Pe - 
Denberg, J. J....-ceesecereecreccces New Yor 
Dennison Mfg. Co.......--++- Marlboro, se 
Diamond Trading Co., Inc........-- New bbc 
Doner, W. B., & Co....-+-+++++- Detroit, Mich. 
Eberhard Faber Pencil Co........--- Brooklyn 
Eisenstadt Mfg. Co.......++++-: St. Louis, oy 
Elgin American ....- ‘i piieennen te Elgin, = 
Elgin National Watch Co.........-. Elgin, Lil. 
Elrex Watch Co......--+eeeeeeeeee: New York 
Eversharp, Inc. .....-+++eeeeeee> Chicago, Til. 
F & V Mfg. Co.......-- East Providence, R. I. 
Farber Brothers ........see+ee+eee% New York 
Farber, S. W., Inc......-eeeeeeeeeees Brooklyn 
Fiddelman & Son, Inc.........-.++- New York 
Fidelity Diamond Rings..........-- New York 
Firman Leather Goods Corp......... New York 
Fisher, A. Edward, & Co........... New York 
Florn Company, The...........eee- New York 
Wormsam Framtily 2... cccccsccccccscces Brooklyn 
Freed, Edwin, Imnc..........-0.-+e0- New York 
Freedman, Marvin J., Imce............. Buffalo 
eS errr reer New York 
General Electric Co......... Bridgeport, Conn. 
ee ee Ee GI. oc csccaddesswaoas New York 
CE EP Gig ccciecscess Indianapolis, Jnd. 
er See Ge... ccecoeseoenas Chicago, Ill. 
Cee, oe Bs GE Giese cc wcaveas Cleveland, Ohio 
Gruen Watch Co............. Cincinnati, Ohio 
Hamburger, H., & Co.........eeee08- New York 
Hamilton Watch Co............ Lancaster, Pa. 
Helbros Watch Co................2: New York 
ee eee eenntee eae Chicago, II]. 
Heller, L., & Son, Inc........2--e0- New York 
CE ere ere Chicago, Il. 
House of Lackner............ Cincinnati, Ohio 
House of Treasures.......c.cccccce; New York 
pO 2 Chicago, 11. 
Imperial Lamp & Shade Co..Philadelphia, Pa. 
International Silver Co........ Meriden, Conn. 
ey Me, Rn aes eteuw es Philadelphia, Pa. 
Jacobson, Jos., & Sons, Inc......... New York 
ee New York 
ee S Se eee New York 
Karpeles Rosary Co......... Providence, R. I. 
mmetmenm, Best Bo. Cei..ccciccccccen New York 
free Cincinnati, Ohio 
Rent Products Co......cccccccces Chicago, Ill. 
King Diamond Cutters............. New York 
Kingston Watch Co............... New York 
Kinsley Jewelry Mfg. Co........ St. Louis, Mo. 
Korn, William, & Co........... Buffalo, N. Y 
nce cused St. Louis, Mo. 
mams Pre@mets Co... ...cccccccccces New York 
Kramer Jewelry Co................ New York 


Kreisler, Jacques, Mfg. Co. 
North Bergen, N. J. 


Lamp], Walter .................es. New York 
Landau, Max, & Co................ New York 
Lehman Bros. Silverware Corp.....New York 
Leif Brothers ................c00ee New York 
Lifton, Harold, & Co.............4. New York 
Longines-Wittnauer Watch Co...... New York 
Luria, L., & Son, Inc.............. New York 
Manhattan Novelty Corp........... New York 
Manheimer Watch Co............. Chicago, II]. 
McClintock Mfg. Co......... Rock Island, II). 
Mead, M. A., & Co.......ccccccce Chicago, Il. 
Mercury Ring Co...........ccecee New York 
Metro Associated Services.......... New York 
Multi-Facet Diamond TR wens New York 
Nardin, Ulysse, Watch & Chrono. Corp. 
New York 
Nastrix Watch Co................. New York 
Nathan, S., & Son.............. ...-New York 
National Silver Co................. New York 
New Haven Clock & Watch Co..... New York 
New Hermes, Inc.................. New York 
Ollendorff Ns a New York 
neida Community, Ltd............... Oneida 
P-M Jewelry Creators, Inc......... New York 
Pacific Mills ............ccccccee. New York 
Pakula & Co................ .-..Chicago,. Il. 
Paramount Wedding Ring Co.....Chicago, III. 
Parker Pen Co............... Janesville, Wis. 
Parker Watch Co.............cece. New York 
Paulson, Henry, & Co............ Chicago, IIl. 
Personna Blade Co..........00+.0- New York 


Pierce Watch Co................... New York 


FOR May, 1947 





Polumbaum, Richard, Co........... New York 
a os aie manwe Buffalo 
Rememberance Ring Co......... ...-New York 
Remington Rand Co., Inc...Bridgeport, Conn. 
ee ee New York 
NE ee ere New York 
Rho-Jan Vanities, Inc. .......... Chicago, Ill. 
Rivkin, Morris, & Soms.........c<. New York 
EE Oneida 
Ronson Art Metal Works...... Newark, N. J. 
Ross, Hamilton, Industries....... Chicago, Ill. 
MCs 6 onic da cankbsaseoes Chicago, Ill. 
Bubim, Hlormoam &.......ccccccces Chicago, Ill. 
Ruvelson, Phil G., Co......... St. Paul, Minn. 
emma Te. Geisccccccccss Chicago, Ill. 
ee I, Sg cc ccccenceséa New York 
ES, sg, ov éceccccennsa New York 
ee, Ts Gs cc cccccoescese Chicago, IIl. 
MM £ ache eeeans sankaenn'aed New York 
Schmukler, J. J., & Son, Inc....... New York 
Schnair, M. R., Ws snawedans Chicago, Ill 
Schutzberger, Irving ...........e.. New York 
Sculler, Jos., & Co........... Columbus, Ohio 
ae a eke akacaeeeene New York 
ee ss. ic keedeenea wa New York 
Seth Thomas Clocks........ Thomaston, Conn. 
Sheaffer, W. A., Pen Co...Fort Madison, Iowa 
Sheldon Clock Corp.............. Chicago, III. 
DD err Tere Tee New York 





CO ee New York 


Simons-Michelson Co. ......... Detroit, Mich. 
Spear & Susskind........... Providence, R. I. 
Speidel Corporation ........ Providence, R. I. 
Stein & Elibogen Co............. Chicago, Il. 
Stern, Edward L., & Co........ccc- New York 
Stern, Louis, & Co.......... Providence, R. }. 
rr i s . ueeaehed ma New York 
NL EE Oe Chicago, Il. 
Strato-Line Rings .............. Chicago, Il. 
Sun Glass Industries........... Newark, N. J. 
a os ee ies New York 
I no Chicago, Il. 
es We I Gn sk ck c'ticccces New York 
Tavannes Watch Co................ New York 
I TN i New York 
Wadsworth Watch Case Co....... Dayton, Ky. 
, Ee ee ee New York 
Waltham Watch Co.......... Waltham, Mass. 
Warner Jewelry Case Co.............. Buffalo 
Wee, Se, Oe Gi honk ca ccécctce’ New York 
White Rose Jewelry Mfg. Co....... New York 
Wiesen-Hart Press .......... Cincinnati, Ohio 
.. £2 reer e Ft. Worth, Texas 
Wolfsheim & Sachs, Inc............ New York 
Weod, d. B.. & Somes, Ime... ...cccce New York 
Wyler Watch Agency, Inc......... New York 
Zenith Camera Corp............. Chicago, Il. 
Zickerman, Harry, & Co........... New York 
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Louis features! 12 gleaming diamonds, 
10% Iridium Platinum case, 5 ligne, 
17 jewel .. . $258 Keystone. 


Louis features! 6 sparkling diamonds, 
10% Iridium Platinum case, 5 ligne, 
17 jewel. 





Louis Watch Co., Inc. 


980 Fifth Ave. » New York 19, N. Y. 


Louis features! 6 brilliant diamonds set 
in palladium plates, 18 kt. gold mark- 
ers, 14 kt. white or yellow gold case, 
17 jewel . . . $160 Keystone. 


sales appeal! 


.& 
NS 


Louis Watches for Men and Women 


Stock Louis Watches and you'll get quick-action 
sales. Their distinctive, unusual designs will move 
them right out your door on the wrist of an eager 
customer. For Louis Watches are low in price, high 
in beauty, quality and sales appeal! Quantities are 
limited. For immediate delivery write or wire 
TODAY! 





. . $196 Keystone. 








O. B. McClintock Co. Receivership Notice 
Which Startled Trade, Explained by Owner 


The notice of a receivership for the 
O. B. McClintock Co., Minneapolis, which 
startled the jewelry trade when it was 
anounced early in April, is not in any 
way a matter of the company’s solvency, 
according to Lloyd G. Pattee, head of the 
concern. On the contrary, it is solely a 
move that has been made voluntarily by 
the management of the company as astep 
in the process of re-organizing and re- 
financing it in order to provide the addi- 
tional working capital required by the 
rapid expansion of the McClintock busi- 
ness. 

Prior to the war, the O. B. McClintock 





Co. was engaged in the production of 
safe and vault protective devices for 
banks, jewelers, etc., and a line of large 
time clocks for public and_ business 
places. Following Pearl Harbor, Mc- 
Clintock like other concerns with metal 
working equipment and experience, con- 
centrated on the production of war 
materials, particularly electrical motors, 
precision electrical meters and testing 
equipment and won the Army-Navy FE 
for speed, volume and excellence of its 
output. 

This business, of course, ceased with 
the war and following the close of hos- 
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tilities, McClintock introduced a line of 
high-grade electrical clocks to be mar- 
keted through the jewelry trade, It was 
decided to concentrate upon these prod- 
ucts, and the pre-war business of burglar 
protective equipment was sold to Die. 
bold, Ine., in Canton, Ohio, prominent 
safe and vault manufacturers. 


The shift from wartime production to 
the new line inevitably involved a huge 
reconversion and tooling program, which 
required a substantial capital outlay 
and this, coupled with the immediate 
large volume of sales, reduced the firm’s 
liquid assets below a point adequate to 
finance its present production rate of 
more than three million dollars worth 
per year of clocks and small electrica] 
motors. Although the company remained 
financially sound, with assets substan- 
tially in excess of liabilities, the form 
of those assets had been changed and 
more liquid capital proved to be needed, 
‘Temporarily the company made arrange- 
ments with the American Business 
Credit Corporation of New York City, 
under which the Credit Corporation 
would advance the necessary working 
funds while invoices for merchandise 
shipped by the McClintock Co. were to 
be paid to the American Business Credit 
Corporation. 


ARRANGEMENT UNSATISFACTORY 


This arrangement, however, proved 
unsatisfactory, and on Friday, April 4, 
McClintock petitioned the Federal Court 
for permission to re-organize under 
Section 11 of the Chandler Act, which 
provides for reorganization under Fed- 
eral bankruptcy laws for companies that 
are “frozen” but not necessarily in- 
solvent. 

This petition was granted by the 
court, and Mr. Pattee and Brace Ben- 
nitt, executive secretary of the Minnea- 
polis Association of Credit Men, were 
appointed receivers and charged with 
the responsibility of bringing about the 
re-organization. 


This process, it is estimated, will take 
several months, but in the meanwhile, 
says Mr. Pattee, there will be no change 
in policy or operations of the company. 
Production will continue unbrokenly and 
after a few outstanding invoices due the 
ABC have been cleared through them, 
transactions betwen the company and its 
wholesalers will be carried on direct in 
the customary manner. 


A. A. Colvin, former Waltham Watch 
Co. executive, who succeeded Mr. Pattee, 
as president of the O. B. McClintock 
Co. in June 1946, has resigned and Mr. 
Pattee, who preceded Mr. Colvin, will 
again become, as previously, the active 
head of the organization. 





Files Articles of Incorporation 


Hewer Jewelry of Norfolk, Neb» 
filed articles of incorporation at Lin 
coln, Neb. listing capital stock at 
$24,000 and naming as_ incorporators, 
Charles V. Collins, William O. Arm 
strong and Mrs. Edgar Schlueter. | 
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ETC Watch Rules 
(From page 360) 


i ressure of 15 pounds per square 
Poe without admitting, or showing any 
evidence of capacity to admit, any mois- 
ture or water. The so-called vacuum test 
of complete immersion In water under a 
vacuum sufficient to be productive of 
conditions of equivalent or greater sever- 
ity may be used as an alternate or addi- 
tional test for purposes of this section. 
(Neither test is to be accepted, however, 
as showing or indicating the durability 
of such water resistant or water repel- 
lent condition or any time or period dur- 
ing which such condition may continue.) 


- (a)—Improper use of terms 
ee Ea “shock protected,” “shock 
absorbing,” “shock resistant,” etc. It Is 
an unfair trade practice to use the term 
“shockproof,” “shock protected, shock 
absorbing,” “shock resistant, or any 
other word, expression, depiction, or rep- 
resentation of like import, as descriptive 
of a watch, watchcase, watch movement, 
or any part thereof, under any false, mis- 
leading, or deceptive circumstances or 
conditions, or in any manner which has 
the capacity and tendency or effect of 
causing the purchasing or _ consuming 
public to be misled or deceived, or of aid- 
ing, abetting, or causing salesmen, deal- 
ers, or other marketers to mislead, de- 
ceive, or confuse the purchasing or 
consuming public. 

(b) Misuse of designation ‘“uncondi- 
tionally shock resistant,” and the like. 
The foregoing provisions of this Rule, 
which are applicable to the terms “shock- 
proof” and “shock protected,” shall be 
applicable with like force and effect to 
such terms or expressions as “uncondi- 
tionally shock resistant,” “100% shock 
resistant,” “absolutely shock absorbing,” 
andany other superlative or accentuation, 
or other representation of similar import. 

(c)Use of the Terms “shock resistant” 
and “shock absorbing.” Nothing in this 
Rule, however, shall be deemed to pro- 
hibit use without superlatives or accentu- 
ation, of the term “shock resistant” or 
“shock absorbing’ as descriptive of a 
watch, watch movement, or part thereof, 
to which a mechanical or other device 
or type of construction has been adapted 
and applied by reason of which both bal- 
ance pivots in such watch or watch move- 
ment are protected for shocks, concus- 
sions, jolts, or accidental blows of at least 
that degree of damaging potentialities as 
would be sustained by said balance pivots 
in the watch or watch movement when 
falling in an unprotected condition upon 
a level solid hardwood floor in any posi- 
tion from a height of three feet: Provided, 
however, That no representation is made 
directly or indirectly by words, statement, 
depiction, or otherwise, in the use of such 
terms “shock resistant” and “shock ab- 
sorbing,” or in any other mariner indicat- 
ing or tending to indicate that the shock 
resisting or shock absorbing properties or 
condition of the watch or watch move- 
ment provided greater or more extensive 
protection than is in fact true. 


¢, RULE 4: (a)—Improper use of the term 

jarproof.” It is an unfair trade practice 
to use the term “jarproof” as descriptive 
of a watch, watch movement, or part 
thereof, under any circumstances or con- 
ditions which are false, misleading, or 
deceptive, or in any manner which has 
the capacity and tendency or effect of 
causing the purchasing or consuming 
public to be misled or deceived, or of aid- 
ing, abetting, or causing salesmen, deal- 
ers, or other marketers to mislead, 
deceive, or confuse the purchasing or 
consuming public. 

(b) Use when watch fully protected 
from jars. Nothing in this Rule shall be 
construed as prohibiting use of the term 
Jarproof” as descriptive of a watch or 
watch movement when such watch or 
watch movement has been so constructed 
or fitted with devices or otherwise pre- 
pared as to be and remain immune to 
damage from jars of any type or degree 
which are encountered in the uses of a 


watch or are likely t i i 
: vy to be experie 
Such uses. near 


Pag 5—(a) Improper use of the 

nonmagnetic.” “antimagnetic,.” ete. 
It is an unfair trade practice to use the 
terms “nonmagnetic,” “antimagnetic,” or 
cd terms, or representations of like 
mport, as descriptive of a watch or watch 
movement under any false, misleading, or 
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deceptive conditions or circumstances, or 
in any manner which has the capacity and 
tendency or effect of causing the purchas- 
ing or consuming public to be misled or 
deceived in respect of the protection or 
immunity of such product from mag- 
netization or of aiding, abetting, or caus- 
ing salesmen, dealers, or other marketers 
to mislead, deceive, or confuse the pur- 
chasing or consuming public in respect 
thereto or in any other respect. 

(b) Use of the term ‘“‘nonumagnetic.” 
Nothing in this Rule shall be construed 
as prohibiting use of the term “nonmag- 
netic” as descriptive of a watch, watch 
movement, or any part thereof, if the 
same is immune to magnetization, or can- 
not be magnetized under any conditions 
of use, or other conditions which are or 
may be encountered by users. 

(c) Use of the term “antimaagqnetic.” 
Nothing in this Rule shall be construed 
as prohibiting the use of the term “auti- 
magnetic” as descriptive of a watch or 
watch movement which is of such compo- 
sition, construction, or treatment that the 
metal or substance in the balance, hair- 





spring, and other parts of the movement 
essential to accurate timekeeping is such 
that the daily rate of the watch or watch 
movement, in a demagnetized condition, 
will not be changed by more than 15 sec- 
onds as a result of having been placed in 
an electrical field of not less than 60 
Gauss and therein kept for at least 5 
seconds in each of the following positions: 
Vertical (with pendant in any 
position), and 
Horizontal (with dial either up or 
down) ; 
Provided, however, That in the use of such 
term “antimagnetic” no representation is 
made, directly or by implication, whether 
by the addition of absolute or superlative 
adjectives or by depiction or other form 
of representation indicating or tending 
to indicate that the freedom or immunity 
of such watch or watch movement from 
the possibilities of magnetization is great- 
er or more certain than is in fact true. 
Promulgated and issued by the Federal 
Trade Commission April 24, 1947. 
[Seal] OTIS B. JOHNSON, 
Secretary. 














A ZIPPO Makes Every Day FATHER’S DAY 


Display them prominently—push them as hard as you like, because 
ZIPPO Windproof LIGHTERS are sure-fire gifts. Three initials or 
Dad’s signature engraved on the face of a ZIPPO ($1.00 extra retail) 


gives that intimate, personal touch. 


There’s a ZIPPO for every customer’s budget, whether from the 
“allowance”, or that pocket where most of Dad’s gifts originate. 
ZIPPO Lighters are unconditionally guaranteed and all models 


come in gift packages. 












$2.50 to 
$175. 
Retail 


ZIPPO MFG. CO. 
Dept. X 


— STOCK ZIPPO FLINTS & FLUID 
“a ZIPPO quick lighting, long burning 
AG FLUID is again available. 4 oz. bottle 
25¢ retail. 24 to ctn. (less discounts). 
ZIPPO long lasting FLINTS, 4 for 
Ex.» 10¢ now available on new Display 
"ee ‘\ Card holding 36 packages at $3.60 
“a -_\ retail (less discounts). 
Order from your jobber, 


or write for list. 





Bradford, Pa. 


ZIPP). GHTER 


FLILNTS ‘ 


WICK S 
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| For Information on 


Precision Casting Equipment 
and Supplies, Write for 
Complete Catalogue and 


Price List 


Manufacturers 


""P.C.E. 4B"" 


& Suppliers 


of Precision Casting 


Melba oycel-selamene 


136 W. 52nd St., 


d Supplies 
New York 19 


Phone — Clrcle 7-2535 
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|. Wakmann Discusses 
Swiss Watch Production 


Icko Wakmann, head of the Wakmann 
Watch Co., 452 Fifth Ave., New York, 
recently returned from a business trip 
in Switzerland. 

Commenting on Swiss watch produc- 
tion, Mr. Wakmann said that production 
will not return to normal until the end 
of 1948. He stated that there is an 
extreme shortage of essential watch 
parts. Ninety per cent of the parts are 
available with approximately ten per 
cent of essential parts being scarce re- 
sulting in decreased production. A 
shortage of trained personnel is also 
hampering production. During the war 
vears, watchmaker schools were not Op- 
erating on a full schedule because of 
Swiss war preparations. 

During the war, Swiss watch import- 
ers in the United States were demand- 
ing men’s 10% and 11%% ligne water- 
proof watches. When the war came to 
a sudden end, Swiss manufacturers were 
caught with an over-supply of these 
movements. American demand suddenly 
changed and they began ordering 6 x 8 
ligne movements. The Swiss manufac- 
turers find it difficult to keep up with 
the sudden changes in demand which 
also accounts for a slow-down in their 
production. 


SWISS DOLLAR IMPORT 


In February the Swiss watch manu- 
facturers and workers applied directly 


to their government for elimination of 


the Swiss dollar import. This is the 
first time in Swiss history that such an 
incident has occurred. To date, they 
have not received an answer to their re- 
quest. Mr. Wakmann also stated that 
many American importers are of the 
opinion that the waterproof market is 
dead but this is not the fact. He said his 
company has great faith in the water- 
proof watch and is planning to do a 
volume business in this item, as it is 
proven that no other watch is complete- 
ly resistant to water, dust, shock, and 
magnetic influence. This is further 
proved by the millions of ex-G.I.’s who 
found the waterproof watch the only 
one which could undergo constant bat- 
tering, grime, water and still function 
perfectly, 

According to Mr. Wakmann, if Amer- 
ican buying power is as great in 1947 
as it was in 1946, there will be a short- 
age of watches again this year. 

Mr. Wakmann is also president of the 
Breitling Corporation of America, with 
headquarters in the same building as the 
Wakmann Watch Co. The Corporation 
specializes in the manufacture of Chrono- 
graphs, Chrono-slides, automatic timing 
devices, plus a line of men’s and women’s 
watches. The Corporation was set up 
for the exclusive distribution of Breit- 
ling products in the United States and 
Canada. The Wakmann Watch Co. is 
also the exclusive distributor of the in- 
ternationally advertised Election Grand 
Prix watches. 





Fashion Fair Schedule Extended 


An extremely heavy demand for tick. 
ets for the Fashion Fair to be held jp 
Madison Square Garden in New Yor 
has caused the schedule to be extendeg 
three days, it was recently announced. 
Originally slated to be held from June 
12 through the 18th, the event will be 
continued through Saturday June 2], 

The Fashion Fair, first all- -embracing 
exposition of the industry, will present 
every aspect of fashion apparel from 
lingerie to mink and diamonds. The 
Fashion Fair is to be an annual event, 
and while national this year, it will have 
international participation in 1948, 

A jewel exhibit, designed to suggest 
the “formality and elegance of the dia- 
mond” and its part in fashion, in mod- 
ernized, modified, Louis XIV, will be 
presented at the Fair. 


Tennessee Watchmakers, Jewelers 
Announce Annual Convention 


The Tennessee Watchmakers and 
Jewelers Association will hold their an- 
nual convention on Sunday and Mon- 
day, May 18 and 19 at the Read House 
in Chattanooga, Tenn. Prominent speak- 
ers will discuss problems that confront 
the retail jeweler and questions affect- 
ing the watchmaker at his bench will be 
answered. A very fine program is plan- 
ned for the ladies while the men are 
busy attending to convention business. 








SPECIAL ORDER 
REPAIR RECORD 
BOOK ONLY 40¢ 


JEWELRY, 





@ Space for 60 Special Orders and 400 Repair 
Entries, with room for complete information: 46 
pages. Overall size 814” x 11”. Heavy §ray 
cover. 


WENDELL & COMPANY 


55 EAST WASHINGTON ST., CHICAGO 2 


DIAMOND CUTTING 


Send for an Estimate 
Re-Cutting and Removing Chips 


DIAMOND IMPORTERS 


Complete Stock of All Sizes 
Rounds and Fancy Shapes 
Seng for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago 2, Ill. 
Diamond Cutters of the West 
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Michigan RJA Holds 
AQth Annual Convention 


The annual convention of the Michigan 
RJA* got under way with a luncheon 
held in the English Room of the Rowe 
Hotel, Grand Rapids, with approximate- 
ly 150 in attendance. President Howard 
T. Doxtader, Lansing, presided, He an- 
nounced that starting May 1, the Michi- 
an RJA would have a full time direc- 
tor. With this new personnel at hand 
it is hoped that membership will increase 
and through the aid of bulletins issued 
by the new director, will drive home the 
fact that jewelry business must be 
brought back to the jewelry store. 


“House to house selling is on the in- | 


crease,” continued Mr. Doxtader, “and 
the business that is rightfully the jewel- 
ers is being diverted to other channels. 
Legislation such as the Trade Diversion 
Law must be enforced, but it is impera- 
tive that a full time director be in charge 
to help enforce legislation already 
passed.” 

President Doxtader urged the neces- 
sity of jewelers in the state belonging 
to their local organization and working 
for it. “Too many jewelers today have 
the ‘Let George Do It’ attitude,” he said. 
“It is only through strength that ad- 
verse legislation can be fought. 

“Right now the state legislature is 
looking for extra taxes to offset taxes 
lost. They are talking about putting 
on a luxury tax, which must be fought 
by local jewelers,” 


RETAIL SELLING 


John D, Shaw, sales manager for 
1847-Rogers silverplate, spoke on “Re- 
tail Selling.” He cited figures to show 
that there is an expanding market with 
wages higher than ever before in history. 
“What part of consumer value are you 
going to get from competition?” Mr. 
Shaw asked his listeners. 

He stressed the fact that good man- 
agement and good housekeeping’ by 
selectivity of good value and well de- 
signed products are imperative for sales. 
In conclusion, Mr. Shaw said that sales 
clerks must be well trained or the retail- 
er will suffer a loss in business. He said 
that too often sales clerks knew less 
ahout the product they were selling than 
the consumer who comes in to buy. 

Albert E. Hasse, executive director of 
the Jewelry Industry Council, explained 
the program of the Council and described 
in detail services which have been and 
are being planned and which will be 
sent to jewelers for their use, These in- 
clude prepared talks on watches, silver, 
clocks, ete., which may be used before 
clubs and meetings, with suggestions on 
how to use them. 

The annual banquet was held in the 
hotel ballroom on the second evening. 
It was more of 4 social get-together 
than a business affair. The main address 
was delievered by William Otto, secre- 
tary of the Lansing Chamber of Com- 
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merce who pointed out that team work 
is necessary for success no matter what 
the endeavor. 

A clinic was held in the morning ses- 
sion of the final day of the convention 
with such topics as “House to House 
Selling,” “G.I. Training,” “Store Hours,” 
and the trade diversion and watchmaker 
licensing bills, now in the Senate, re- 
ceiving a lively discussion. Outstanding 
speaker on the bills was Hon. Sandy 
McKay, jeweler-legislator, who fathered 
the earliest Michigan legislation to im- 
prove conditions in the state. 

Durward Howes, president of ANRJA, 
led the final afternoon session by dis- 


. cussing house-to-house selling, Much of 


his talk indicated that if the jeweler does 








not become more efficient and aggressive 
in his selling of sterling silver, manufac- 
turers will find other outlets. He said 
the retailer will have to do a better job 
or else the house-to-house selling of 
silver will pass from a threat to a 
reality. 

Otis Cook, manager of the Michigan 
Retailers Association, Lansing, of which 
the Michigan RJA becomes a part in 
May, pointed out the advantage to the 
group of being a part of a well-knit or- 
ganization that will be on hand at all 
times in Lansing to further bills of in- 
terest to the group. The association, he 
pointed out, will make for stronger or- 
ganization to accomplish all important 

(Please turn to page 391) 
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Of course you can...immediately...with the 


NEW HERMES “027a¢e 


The World’s Finest Engraving Machine 




























Now the time has come when you 
too need additional sales and 
additional income through imme- 
diate engraving service. 


New Hermes Portable engraves on 
jewelry, silver, flatware, fountain 
pens, watches, compacts, efc....in 
a matter of seconds...equal to 
hand engraving. 


It eliminates merchandise returns 
and refunds. 

More than 2000 stores, among 
them the leading jewelers, are using 
the New Hermes Portable. Why? 


it is so simple to operate! 





Western Representatives 


HIGBEE & DORRER 


+ 


315 West Sth Street Los Angeles /3 
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YOUR 
OWN NAME 


and address printed 
on each bottle of 







Nationally Distributed 
Kine English 
SILVER POLISH 









































Fine English 
SILVER 
-| ie | POLISH 


“To bring out the 
beauty of fine 
Sterling Silver and 
Sheffield Plate.” 


AA AP RRA ORDA a 





DIRECTIONS 
SHAKE WEtL 


Use soft cloth, apply on 
surface and rub well. 
Rinse with hot water. 
Finish with clean dry 
cloth. Use soft tooth. 
brush for irregular and 
highly engraved pieces. 
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Distributed by 
BERT F. BAKER 
Geld & Sitver Plating =: 
368 Livingston Street 

Brookiyn, N. Y. 














8 oz. size 


To Retail for 50¢ 


‘Write for Particulars 


THE EMKAY 


CHEMICAL COMPANY 


319 SECOND STREET 
ELIZABETH, N. J. 





























Kansas Watchmakers and 
Jewelers Hold Convention 


The importance of their annual joint 
convention was recognized by members 
of the Kansas Retail Jewelers Associa- 
tion and the Kansas State Horological 
Association the week-end of April 5, 6 
and 7th, as more than 900 jewelers, 
watchmakers, and company representa- 
tives thronged into Wichita to attend 
sessions at the Lassen Hotel, Saturday, 
Sunday, and Monday. 

Beginning informallly with a get-to- 
gether Saturday evening in the Grill 
Room in the Lassen, the convention con- 
tinued through Monday. 

Registration began Sunday morning 
with Vern Webster of Salina opening 
the initial business meeting at 10 o’clock, 
f-llowing a two-hour period of registra- 
tion. W. B. “Bill” Brasfield, Wichita, 
Secretary-Treasurer of the Kansas 
R.J.A. and convention general chair- 
man, extolled the “Kansas Idea” of co- 
operative endeavor among retail and 
wholesale groups and between the jewel- 
ers’ and watchmakers’ organizations, 
Business meetings were held to a mini- 
mum, so that members might have the 
opportunity to see the many displays 
from nationally known firms. 


W. B. BRASFIELD 





Highlighting the afternoon meeting 
was the round table discussion of ideas 
and the airing of problems expected to 
play an important part in determining 
activities for the coming year. The ap- 
prentice Watchmaking Trainee program 
was fully explained by two officials who 
were on hand from the Veteran Trainee 
Administration. 

Nearly three floors of the Lassen Ho- 
tel were taken over by displays of mer- 
chandise by wholesalers and manufac- 
turers. Hundreds of jewelers attending 
flocked around jewelry displays set up 
and viewed the latest in new post war 
jewelry. 

Highlighting the convention was the 
banquet Sunday night in the Lassen 
Ball Room. Following the banquet a 
floor show and dance was presented. 

Monday morning convention business 
started at 10:00 A.M. with business 
meetings, general discussion and election 
of officers. H. L. Carter, regional vice- 
president gave an interesting address on 
the general and modern ideas of jewelry 
stores, particularly for the future. Fol- 
lowing this was a directors’ meeting. 
The convention closed following a lunch- 


eon and a floor show at noon. Displays 
were open until late Monday night, 
All officers of the Kansas RJA ang 
the Kansas State Horological Associa- 
tion were re-elected for the coming year, 
Officers of the Kansas RJA who were 
re-elected are: President, Vern Web. 
ster, Salina; Vice-Presidents, V. EF. Un- 
derwood, Osage City, and H. J. Tholen, 
Hays; Secretary-Treasurer, W. B. Bras- 
field, Wichita; and Chairman of the 
Board of Directors, Vane C. Meador, 
Hutchinson. The Board of Directors 
will be appointed at a later meeting, 
Officers of the Kansas State Horologi- 
cal Association who were re-elected are: 
President, Bruce Brunk, McPherson; 
Vice-President, Ed Marshall, Anthony; 
Secretary-Treasurer, Norman L. (Qs- 
borne, Wichita; National and State 
Trustee, W. B. Brasfield, Wichita; 
Technical Advisor, W. H. Widiger, Mc- 
Pherson; and Chairman of the Board of 
Directors, P. E. Loomis, Newton. 


WHAT'S NEW ...? 


If you've moved your store to a new 
location, opened a branch store, re- 
modeled and installed new fixtures—or 
celebrated your golden anniversary—we’d 
like to hear about it. 





JEWELERS CrirRCULAR-KEYSTONE wants 
news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: JEwELeRs’ CrrcuLAr-KeystTong, 100 
E. 42nd St., New York 17, N. Y. 

















A NEW SERVICE 
FROM AN OLD FIRM 


@ Peerless Platers wants to serve 
you from its modern shop. 


@ We are now ready to accept your gold and 
silver replating and rebuilding. 


@ We are fully equipped to rebuild and re- 
finish hollowware, candelabra and silver ser- 
vice. 

@ We offer you maximum quality at minimum 
cost. 

@ We are the oldest silversmiths and platers in 
the west. 

@ We employ only the finest, most skilled 


craftsmen. 
@® Write or phone today for a price list. 


FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES METROPOLITAN 
AREA. 


PEERLESS PLATERS 


associated with JEWELER'S SERVICE 
specialists in repairing expansion bands and 
bracelets. 


743 Ceres Avenue, Los Angeles 2\ 
Phone Vandyke 5417 
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Walter Kocher Headed Jewelry | Maiden Lane Historical Th 


Division in Catholic Charities . ‘ 
Annual Drive for Welfare Funds Holds Meeting, Election 
Walter Kocher again headed the chair- Maurice Tishman was elected presi- a, 
manship of the Jewelry Division of the dent of the Maiden Lane Historical So- 4 TIWaP 
Special Gifts Committee of the Cardi- ciety at the organization’s annual meet- 
nal’s Committee of the Laity for the ing held March 27 at Schwartz’s Restau- of 
gsth Annual Appeal of New York rant, 188 Broadway, New York. Mr. 
Catholic Charities. Joseph L. Davis, of Tishman succeeds Chas. A. Parker. (i) li t 
Charles W. Sommer & Bros., Inc. At the meeting, it was voted to pre- li Pr 
served as vice-chairman of the division. pare a new and more detailed constitu- 
John A. Coleman, former chairman of tion and by-laws to be presented for 
the board of governors of the New York approval at the next annual meeting ARE YOU cnnwe the 


Stock Exchange, was executive chairman 
of the Special Committee, and John S. 
Burke, president of B. Altman & Co., 
was a chairman on the committee. 

The Special Gifts Committee, which 
was composed of business and profes- 
sional leaders of New York City, ap- 
pealed on a non-sectarian basis to the MAURICE TISHMAN 
general public on the ground of the wide 
community service rendered by the 174 
welfare institutions affiliated with 
Catholic Charities. 

In 1946, Catholic Charities expended 
$2,297,075 in family, child and health 
care, in preventive and correctional work 


hundreds of value wise dealers 
throughout the country who are 
turning window shoppers into 
buyers by displaying English Shef- 
field, Antique Silver, Imported 
China, and bric-a-brac . . . from 


THE HOUSE OF TOBERT? 











among young people, and many other which will be held on March 25, 1948. 
services for children and adults. The The acceptance of 66 new members dur- 
Special Gifts Committee in 1946 raised ing the past year was reported. 
$852,144 out of a total Appeal fund of Other officers elected to serve for the 
$1,920,005. Its goal for 1947 had been ensuring year are: Honorary Vice- 
set at $1,000,000. Presidents: Wm. I. Rosenfeld, Joseph 
A house-to-house canvass of Catholic D. Little, G. H. Niemeyer, Otto D. 
families in the 374 parishes of the Arch- Wormser, Frank J. McCormick, and 
diocese, was conducted from April 20 Benj. F. Biffar; Trustees: Sigmond 
to April 30. Cohn, Frank Jeanne, Frank P. Somes, 


Old English plated revolving break- 


Loe fast tureen—Hand chased. Mad 
“NATIONAL” PLASTIC | =~ orient” a 





WATCH CRYSTALS 


Patent Applied for 


UNCONDITIONALLY 
GUARANTEED 
FOR ONE YEAR! 


¢ AGAINST BREAKING 
¢ COMING OUT 


We are importers for the trade. 








¢ Antique English Silver 
e Old Sheffield Plate 


e Victorian Plate 


CHARLES A. PARKER 


e Sheffield Reproductions 
Produced in our English 








° LEAKING DUST eecens 
° or DISCOLORING Walter N. Kahn, Frank P. Brennett, ¢ Bric-a-Brac 
Frank Whitaker, Chas. H. Conat, Louis ‘ 
and NO CEMENT IS USED A. Stein Mk Td, bee O e China ¢ Glassware 
Seer Packer, James Theise, and Henry P. e Objects d'Art 
ANY SIZE OR SHAPE Miller; Historian, Albert Ulmann; 
_ Secretary-Treasurer, Chas. A. Parker. 


CL The Society will hold an annual din- 
EAR OR COLORS ner next October which will be limited ry ol (ia 
er to those who have been members for at pal ‘* 
P R Oo M Pp T S & R V | Cc & least 30 days prior to that date. sunbed edeaiiiateai 


seeeeenn ‘ reproductions made _ from 
Purchases Retail Jewelry Store our original antique dies. 


SEND YOUR BEZEL 
— * John J. Byrne, until February 1, 1947, 


F R E E FIT Ti] N is a partner in the business of J. P. Byrne 


ae & Sons Co., Omaha and Denver whole- 
-—~# mmoueewany BY yl Re yt angen L. TOBERT CO. nc. 
R BROTHERS’ jewelry retailing. He has purchased the 
Allgaier Jewelry Co., 1710 Douglas St., 22 West 55 St., N. Y. C. 
NATIONAL CRYSTAL CO. Omaha, Neb. (which will continue to Circle 7-2430-1 


bear that name) and holds a controlling 
29 E. MADISON STREET interest in the Wyatt Jewelry Co., | 
DEPT. A CHICAGO 2, ILL. Scottsbluff, Neb. | 
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Watch Strap 
Buckles < Finoines 


IN MEN’S& WOMEN'S SIZES 





IMPROVED PRopucTs 


Manufacturing Company 


21 AUDUBON AVE. 


Write for folder NEW YORK 32, N. Y 

















A SUPERIOR 
SILVER 
POLISH 










5 
You PAY LESS 
than half that! 


Silver Shine, that super silver 
polish, puts a smile on the 
housewife'’s face and a tinkle 
in your cash register. For Silver 
Shine cleans with so little ef- 
fort, leaves a hard, dry finish 
and mo greasy residue to mar 
the luster. In other words it “yam ack 

pleases—ond a pleased customer (QOSTS YOU ONLY 
always comes back for more. $3.00 PER DOZEN 
Try itl ORDER NO. 18265 


C & E MARSHALL CO. 
Box 7737 Chicago 80 
















































FOR THE MEMO PAD 


May 

4—West Virginia Retail Jewelers As- 
sociation, Annual Convention, Daniel 
Boone Hotel, Charleston, W. Va. 

4-6—Virginia-North Carolina Retail 
Jewelers Association, Annual Conven- 
tion, Hotel Roanoke, Roanoke, Va. 

10-11—Washington Retail Jewelers 
Association, Annual Convention, Ta- 
coma, Wash. 

11-12—Maryland-Delaware-District of 
Columbia Jewelers Association, Annual 
Convention Shoreham Hotel, Washing- 
ton, D. C. 

18-19— Tennessee Watchmakers & 
Jewelers Association, Annual Conven- 
tion, Read House, Chattanooga, Tenn. 

18-19—South Carolina Retail Jewelers 
Association, Annual Convention, Hotel 
Columbia, Columbia, S. C. 

18-20—New York Retail Jewelers As- 


sociation, Annual Convention, Hotel Ten 


Eyck, Albany, N. Y. 

25-26—New Jersey Retail Jewelers 
Association, Annual Convention, Hotel 
Berkley-Carteret, Asbury Park, N. J. 


June 
1-3—Florida Retail Jewelers Associa- 
tion, Annual Convention, George Wash- 
ington Hotel, Jacksonville, Fla. 


2-3 — National Wholesale Jewelers 
Association, 40th Annual Convention, 
Providence Biltmore Hotel, Providence, 
i a 

22-25—-National Association of Metal 
Finishers’ Inc., First Annual Meeting, 
Hotel Statler, Detroit, Mich. 

29-30—New Hampshire Retail Jewel- 
ers Association, Annual Convention, 
Hotel Wentworth-by-the-Sea, 
mouth, N. H. 


July 

20-24—Kansas City Gift Show, Munic- 
ipal Auditorium, Hotel Muehlebach and 
Hotel Phillips, Kansas City, Mo. 

27-August 1—25th Semi-Annual Cali- 
fornia Gift & Art Show, Los Angeles. 

28-31—-National Association of Credit 
Jewelers, Annual Convention and Na- 
tional Jewelry Fair, Hotel Stevens, Chi- 
cago, Ill. 


August 
11-14— American National Retail 
Jewelers Association, Annual Conven- 


tion and Trade Show, Waldorf-Astoria 
Hotel, New York City. 


24-27—St. Louis Jewelry and Silver- | 


ware Show, Hotel Statler, St. Uouis, 
Mo. . 
31-September 5—Allied Gift & Jewelry 


Show, Adolphus Hotel, Dallas, Texas. 


31-September 5—Dallas Gift Show, 
Baker Hotel, Dallas, Texas. 


September 
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28-29—Iowa Retail Jewelers Associa- | 
tion, Annual Convention, Hotel Roose- | 


velt, Cedar Rapids, Iowa. 











UNREDEEMED 
AND 


REBUILT 
WATCHES 


All rebuilt watches are 


GUARANTEED— 













Full line of Watch Cases and 
Watch Attachments. 







Tell us what you can use, or 






write for prices and list of 





available watches. 






PAUL ROSENBERG 


5 So. Wabash Ave. 
Chicago 3, Illinois 

















PEARL 
RESTRINGING 
For The Trade 


IO¢ 


PER STRAND 


Plus 15¢ For Insured 
Parcel Post 


EVERY JOB IS CLEANED 
A Fine-Quality Job 
At A Low Cost 
Mail Orders 
Carefully Handled 


SEVEN DAY SERVICE FROM 
AND TO YOUR STORE 


ANTIN’S 


Pearl Restringers 
Dept. K 
114 Baronne Street 


<9 NEW ORLEANS 12, LA. 
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Smith Patterson Announce 
Frection of New Store 


Smith Patterson, Inc., diamond mer- 
chants in Boston since 1876, will occupy 
a beautiful new store at the corner of 
Washington and Avon Sts., in the heart 
of the downtown shopping area, devoted 
entirely to the sale of jewelry, silver- 
ware, gifts, and customer service, it was 
announced recently. 

When completed, the new store will 
give Boston and New England a shop- 
ping center unsurpassed for convenience 
and selection of fine quality jewelry, it 
was stated. The firm, during the last 
two years, has occupied temporary quar- 
ters at the corner of Summer and 
Chauncey Sts., in property owned by the 
Jordan-Marsh Department Store, which 
recently announced the building of what 
will be the world’s largest store on its 
present site. 

The Smith Patterson announcement 
was made at a dinner at the Copley 
Plaza Hotel on April 17, attended by 
store executives in honor of the Smith 
Patterson Twenty-Five Year Club, with 
word that upon completion of the new 
building the firm would move from its 
present quarters into the larger, more 
luxurious, and more comfortable sur- 
roundings. 








Architect's drawing of the new Smith Pat- 

terson store to be erected at the corner of 

Washington and Avon Sts. in the downtown 
shopping district of Boston. 


The Smith Patterson business was 
founded in 1876 by Marcell Nelson 
Smith, who initiated and built it on a 
sound policy of quality, selection and 
values. In 1887, after entering partner- 
ship with Henry W. Patterson, it grew 
to such an extent that larger quarters 
were necessary. The store then moved 
to the corner of Summer and Arch Sts., 
where for 57 years it was recognized 
as one of the biggest and finest jewelry 
stores in New England. 

Members of the Smith Patterson 
Twenty-Five Year Club comprise 18 em- 
ployees who have been with the com- 
pany from 25 to 47 years. This expert 
personnel is the nucleus of the efficient 
Smith Patterson organization who will 
bring to the new store the realization 
of a 71-year-old policy of fine service. 

Upon completion, it was stated, the 
new building will have many customer 
Services and conveniences with three en- 
trances on the ground floor, new double 
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view visible window displays, specially | 
designed interior display cases, and mod- | 


ern indirect lighting. | 


Located in the center of the shopping | 
district, it will be symbolic of the pro- | 
gressive spirit of the city of Boston. 


Jewelry Lobby Being Installed 
At NWJA 40th Annual Convention 


An innovation in connection with the 
40th Annual Convention of the National 
Wholesale Jewelers’ Association will be 
the Jewelry Lobby which will provide 
members with a meeting place where 
they can visit and confer with others 
while attending the convention at the 
Sheraton Biltmore, Providence, Rhode 
Island, on June 2nd and 3rd. 

Thomas A. Fernley, Jr., secretary of 
the Association, sent a letter to all mem- 
bers and urged them to go to the Jewelry 
Lobby as soon as possible after they 
arrive in Providence so that their friends 
will know they are in town. 

In order that a program for the coming 
year may be considered by the NWJA 
Executive Committee when they hold 
their customary meeting on Sunday 
evening, June Ist, prior to the opening 
of the convention on June 2nd, Mr. 
Fernley sent a letter to all members ask- 
ing them to indicate on a form enclosed 
with the letter those services and activi- 
ties which they believe should be under- 
taken. Members were asked to also men- 
tion surveys which might be undertaken 
for their benefit. 














Earrings in various patterns in 14 ET 

Green and Red Gold 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 
Links to match 

lave Knot Ring—14 Kt Red and Green 
old Combination in four sizes; Ear- 

rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enem- 
el Nowelties, tncluding 
Vanity, Cigaraette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.., Ine. 
Manafacturers 
64 West 48th Street 
New York 











JEWELERS’ 


PALLADIUM STONE TOPS 


CARRIED IN STOCK IN 1/2mMmM SIZES FROM 10mm TO 3oMM. 


























Karat Gold 
EMBLEMS and HEADS 


PLAIN ONLY—NO ENAMEL OR 
ATTACHMENTS 











WRITE FOR PRICE LIST 204 


HOOVER & STRONG, 


INC. 


-- Refiners :- 


103 W. TUPPER STREET 


BUFFALO 1, NEW YORK 
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This Man Wanted by FBI 
For Passing Bad Checks 
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The individual whose photograph 
appears above is wanted by the FBI 
on a Federal warrant issue at Birming- 
ham, Alabama. His name is Earl Mose 
Tate, but he has also used the aliases 
of W. T. Barker, E. E. Childers, E. M. 
Kingston, E. M. Martin, N. G. Roberts, 
E. M. Parker, A. B. Barry and others. 
He has a long criminal record dating 
all the way back to 1910. 

For the past several months Tate has 
been traveling about the United States, 
passing fraudulent checks, mostly at 
jewelry stores. His method of operation 
is to enter a store—usually after bank- 
ing hours—and express interest in some 
item of jewelry with a Masonic emblem, 
generally a ring. (He wears a size 12). 


METHOD OF OPERATION 

He represents himself as an engineer 
or a construction foreman for “The 
Dupont Construction Co.” of Baltimore, 
or the “Electromotive Corporation,” La 
Grange, Ill., or “The Oklahoma and 
Texas Drilling Co.,” Dallas, Texas, and 
presents a check supposedly drawn by 
one of these companies and payable to 
himself in an amount between $60 and 
$200. The checks usually bear some such 
notation as “Expense Account” or 
“Salary” and fictitious Social Security 
and employee numbers. They are usually 
drawn on.a “First National Bank” in 
some city in the general vicinity of 
where the check is passed, or in Chicago. 
They are typewritten and are usually 
for even dollars, with no odd cents. 

The check is given in payment for the 
jewelry and the balance taken in cash. 


GENERAL DESCRIPTION 

Tate’s description is as follows: 

Race: White. 

Age: 60-65. 

Height: 5 feet 10 inches to 6 feet. 

Weight: 175 to 190 pounds. 

Hair: Grayish brown or sandy. 

Eyes: Hazel or brown. 

Complexion: Ruddy. 

Build: Medium. 

Nationality: American. 

Scars and Marks: 

Right Thumb Amputated 

Blue scar on nose. 

Blue scar on left eyebrow. 

He has large hands and fingers which 
bear several scars and he usually wears 
a conservative type business suit with 
brown hat. 

If you should obtain any information 
concerning the whereabouts of this fugi- 
tive, please notify the nearest office of 
the FBI or your local law enforcement 
agency immediately. 











| always 
SOMETHING NEW 


in old, dependable lines 


¢ WATCH BOXES 

° RING BOXES 

° GIFT BOXES 

© DISPLAYS of all types 


© JEWELERS’ FINDINGS, SUPPLIES 


© CLEANING MACHINES 
© JEWELER’S TOOLS 

¢ WATCH MATERIALS 

* WATCH ATTACHMENTS 


BRETTON BANDS: stock always on hand 
Leather Watch Straps 


© JEWELRY ITEMS 
WRITE FOR CATALOG 


TOLCHIN COMPANY 


Wholesale Jewelers 


5 N. Wabash Ave., Chicago 2, Illinois 
725 S. Spring St., Los Angeles 14, Calif. 
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Established 1935 


- REMCO 
LIQUOR DISPENSER 
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24 KT. GOLD PLATED 
or SILVER PLATED 

Specially made for home cocktail bars for dis- 

pensing Liquors, Wines, etc. 

POUR WITHOUT WASTE. The IDEAL GIFT for 

all Occasions. Fits all standard bottles. 


Individually packed in gift box with extra cork. 
Suggested retail price, GOLD PLATED $3.00 
each tax included. SILVER PLATED $2.00 each. 


Dealers Cost 
24 KT. GOLD PLATED ........ $15.00 Per Dozen 
2. eres $12.00 Per Dozen 


Order NOW for prompt delivery 
All Shipments prepaid 


Manufacturers & Distributors 


E. L. REMY COMPANY 


125 East Wells St., Milwaukee 2, Wisconsin 
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The West Coast 


q William Kaplan, who has been in the 
jewelry manufacturing business in Los 
Angeles for 12 years, recently took over 
the Kayce Jewelers, 401 W. 8th St., Los 
Angeles. The store, for the past 40 
years has been owned and operated by 
J. P. Tate. 

q Widen Brothers have announced the 
opening of a wholesale jewelry office at 
424 So. Broadway, Los Angeles. They 
were formerly in the retail jewelry busi- 
ness at 203 S. Wabash Ave., Chicago, 
Ill. 

4 Meyer Keber recently bought out his 
partner and become the sole owner of 
Keber Cline Co., 315 W. Fifth St., Los 
Angeles. Keber, who has been associated 
with the wholesale jewelry business for 
the past 32 years, will change the name 
of the firm to Keber Co. 

q Gerald D. LaRoegue recently bought 
the Trott Jewelry Store at 424 N. Syca- 
more St., Santa Ana, Calif. LaRoegue 
was formerly connected with S. Bin- 
stock at Nashua, New Hampshire. 

q.C. Richard Hermanson announced re- 
cently that he had bought the Cluson 
Jewelry Store, 330 S. Fernando Road, 
Burbank, Calif. Hermanson is formerly 
from Jamestown, N. Y., where he was a 
partner in The Watch Shop, 3 West 
First St. 

q M. D. Laub and Emil Katz have re- 
cently opened a jewelry store at 222 
South Beverly Drive, Beverly Hills, 








PHOTO FRAMES 





Hand created by artisans in 2, 
3 and 4 panels, assorted sizes, 
14K Gold or Sterling Silver. 
Beautiful Gift for Brides- 
maids, for Dad’s desk and 


many other occasions. 


Write for Circular 


THE RADE CO. 


Manufacturing Silversmiths 


31 N. State S#. 


Since 1920 
CHICAGO 2 











FOR May, 1947 








Calif. They are featuring diamonds, 
watches, silverware and crystal and are 
operating their own workshop, where 
they will produce custom made gem 
creations. 

q The partnership of Jack H. Singer 
and Herbert M. Meltzer was dissolved 
as of January 1, 1947. Herbert M. Melt- 
zer continues to operate the Fox Gem 
Shop 1324 Fifth Ave., and Herberts, 
404 Pike St., both of Seattle, Wash., as 
sole owner. 

q Carl Hilquist, one of the original 
founders or organizers of the Seattle 
Gem Club, now heads one of the most 
active hobby classes of the Seattle 
YMCA, teaching the fine points of gem 
cutting and gem polishing techniques. 
q Santa Fe Watch Co., Inc., announced 
the opening of a beautiful new jewelry 
store at 6519 Hollywood Blvd., Holly- 
wood, Calif. Completely modern, the 
store will carry only nationally adver- 
tised merchandise. The firm also op- 
erates jewelry stores in Topeka, Kansas, 
Kansas City, Mo. and Kansas City, 
Kansas. 

q The Leopold M. Rosenbaum jewelry 
firm, of Portland, Oregon, has recently 
appointed Art Israel as a district man- 
ager with a post in Los Angeles, Calif. 
q Arthur Lagewier, diamond importer 
of 301 Republic Building, Seattle, Wash., 
has recently received new honors in his 
election to membership in the Seattle 
Chamber of Commerce. 

q William V. Lochow and his partner, 
J. M. Forde, of Goldsmith’s Jewelers, 
Seattle, Wash., are planning early mov- 
ing in their new spacious store at Fifth 
Ave. and Pike St. Building where special 
d:partments will feature jewelry, silver- 
ware, electrical appliances, cameras, 
chinaware, rock crystals and radios. 


q A. I. Terentiev has opened a clock and | 


watch establishment of his own at 716 
East Pine St., Seattle, Wash., moving 
there from the watch department he 
operated at 408 Broadway, 
Seattle. 


-------- 


Watchmaker Licensing Proposal 
Hits Snag in Connecticut 


A bill calling for the licensing of 


watchmakers and repairers, presented to | 


the Licensed Occupations Committee of 
the Connecticut Legislature, has met 
with considerable opposition. Leaders in 
opposing the proposed bill included the 
Connecticut Manufacturers Association, 
represented by Atty. Frederick H. 
Waterhouse. 

Mr. Waterhouse opposed the bill as an 
unnecessary. extension of licensing, a 
limitation on opportunity for men to 
engage in a trade and a detriment 
when there is a shortage of watchmakers 
rather than a surplus. 


On the other side, two disabled vet- 
erans, both students of the Connecticut 
Institute of Horology, were heard. The 
two veterans said they felt that a license 
would insure their employment on a 
basis of merit rather than pity. 
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HE BUCKLE 
that has stood the 
; test for over 30 years 





Made in Precious Metals Only 


STERLING @ 14KT. GOLD 
14 KT. GOLD FRONT ON STERLING 


JOHN A, PRYOR 
SONS, INC. 


30 COLUMBIA STREET 
NEWARK 5, N. J. 





375 








THE 
ANSWER 


cradled in the 
EARTH... 
fashioned by 
MAN... 
imported by 
STERN! 






Gems, of course! Dia- 
monds and colored 
stones in all shapes 
and sizes to answer 
the needs of every 
working jeweler. Max 
Stern & Co. Inc. im- 
ports them for you 
and keeps a large 
stock at your service! 


IMPORTERS 


17-23 John Street N.Y. 7, WY. 
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Industry Sets UJA Quota, 
Plan Dinner For May 15 


Setting its quota at $2,000,000, over 
twice as much as was contributed last 
year, the jewelry and Allied Trades 
Division of the United Jewish Appeal 
is all set for the most intensive drive it 
has ever conducted for any philan- 
thropic cause. 

Heading the division for the UJA’s 
1947 campaign, during which $65,000,000 
is being sought in the metropolitan area, 
are the following four leaders in the 
jewelry industry: Alexander E. Arn- 
stein, of Arnstein Bros. & Co.; Benja- 
min Lazrus, of the Benrus Watch Co.; 
Aaron Sverdlick, of Robinson & Sverd- 
lick, and Milton Weill, of the Arrow 
Manufacturing Co. 

The annual dinner of the division will 
be held on Thursday evening, May 15th, 
at the Essex House, New York. 

In a statement issued recently by the 
four chairmen of the $2,000,000 drive, 
confidence was expressed that the jew- 
elry and allied industries would “mea- 
sure up to the great task it has as- 
sumed.” 

“This is a day for great achievement 
and for sacrifice,” the statement de- 
clared. “With hundreds of thousands 
overseas looking to us for salvation, we 
Americans can not fail to do our duty 
in this great humanitarian cause. We 
know that the men in the jewelry in- 
dustry will live up to their great tra- 
dition of wholehearted participation in 
the campaigns of the United Jewish Ap- 
peal. We have set our sights high this 
year, but with tremendous needs con- 
fronting these people and the huge re- 
sponsibility upon us, we can not fail.” 

Associate chairmen of the industry’s 
drive are: Charles Barnett, Arde Bulo- 
va, Benjamin Eichberg, Max Gershberg, 
Mendel Haber, Harry D. Henshel, 
Stephen W. Hofman, Isidore Lipschutz, 
Herbert Ollendorff, Jacob H. Schaeffer, 


H. James Stern, Charles Wolf, and Al- 


fred Wyler. 


Nebraska Ass'ns. Hold Meeting; 
Endorse Watchmaker Licensing 


The Nebraska State Jewelers Associa- 
tion and the Nebraska Horological Asso- 
ciation, in a joint meeting held at Lin- 
coln, Neb., March 18, endorsed the new 
watchmakers’ licensing bill that now is 
being considered by the Lincoln Legisla- 
ture for possible passage. 

At their meeting in Lincoln, the two 
groups picked a committee to present 
the bill to a legislative committee. Ben 
Heald of Milwaukee, Wis., legal adviser 
for the United Horological Association 
of America, came to Lincoln at the re- 
quest of the two associations and was to 
assist in the passage of the bill. 

The law defines the term watchmaker, 
establishes a board of examiners in 
watchmaking, and provides for issuance 
of licenses to watchmakers. 












Maier & Berkele Are 60 Years Old 


Maier & Berkele, 111 Peachtree St, 
Atlanta, Ga., widely-known Southern 
Jewelers, celebrated their 60th anni- 
versary on March 29. Founded by Armin 
Maier and his uncle, John Berkele, the 
store was originally opened for business 
in March, 1887. Until 1928, the firm 
was located on Whitehall St., but moved 
to its present location 19 years ago, 

Frank H. Maier and H. Armin Maier, 
Jr., are president and vice-president re- 
spectively in the current active manage- 
ment, having succeeded the original 
owners upon their death, William A, 
Hagood, vice-president, and A. Lee 
Chapman, secretary-treasurer, are other 
executive officers. 

One of the few stores in Georgia 
which has remained in the same family 
for as long as 60 years, the firm has 
maintained a continual growth during 
that time. It now has a staff of 42 per- 
sons trained in all phases of jewelry 
styling and merchandising. 





Receive Approval to Construct 


The Towle Mfg. Co., Newburyport, 
Mass., has received authorization from 
CPA to construct an addition to its 
silverware plant costing $250,000. CPA 
also permitted the Fostoria Glass Co. to 
go ahead with an addition to its table 
glassware plant at Moundsville, W. Va., 
at an estimated cost of $103,500. Both 
applications were approved to alleviate 
extreme unemployment. 





JELENKO SCHOOL 
of PRECISION CASTING 


Licensed by the State of New York 
Approved for Veterans 
under the G. I. Bill of Rights 


Offers 


FECHIICAL TRAINING 


PRECISION CASTING 


DAY AND EVENING CLASSES 
e 
A recognized medium for classroom, 
shop and laboratory training in all phases 
of Precision Casting as used in the mass 
production of fine jewelry—including the 
making of rubber and metal molds. 
@ 
A dependable source from which such 
ready-trained, certified technicians may be 
obtained. . 


SHOP AND LABORATORY EQUIPPED 
WITH LATEST TYPES OF EQUIPMENT IN 
GENERAL USE 


For Detailed Information 
Write for Bulletin P. C. 3B 


THE JELENKO SCHOOL 
OF PRECISION CASTING, INC. 
J. W. GLASER, Director 
136 W. 52nd St.—New York 19, N. Y. 
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Aaron Sverdlik of Robinson & 
Sverdlik, 610 Fifth Ave., New York, un- 
derwent an operation in the French 
Hospital on April 15. Mr. Sverdlik is 
recovering nicely and expects to be back 
on the job again in the near future. 

q Officers and directors of Oneida Ltd., 
were re-elected at the annual meeting 
held in Sherrill, N. Y., on March 27. 
Three new officers were elected: Harley 
H. Noyes, vice-president; Hubert L. 
Balme, controller, and Robert Wayland- 
Smith, assistant treasurer. 

q After extensive alterations, Wilson’s 
Jewelry Store, Rochester, N. Y., will 
move from 205 Main St. East to 151 
Main St. East. The new store, managed 
by Harry M. Kay, will be one of the 
largest in the Wilson chain. Headquar- 
ters are in Syracuse, and other stores 
are located in Eastwood, Auburn, Cort- 
land and Buffalo. 

q Murry Masin, Masin Watch Co., Inc., 
15 Maiden Lane, New York, is back on 
the job again and in fine condition after 
a three months absence following an op- 
eration. He is raring to go and anxious 
to see all his friends in the industry 
again. 

q Dee’s Jewelers, 119 Arsenal _ St., 
Watertown, N. Y., conducted a success- 
ful watch trade-in event recently, allow- 
ing up to $50 on old watches. Heavy 
newspaper advertising backed the pro- 
motion. 


q Adolphe Zollman and Joseph Zollman 
recently announced that their offices are 
now permanently located at 1650 Broad- 
way, New York. 


q Edward L. Stern, 610 Fifth Ave., New 
York, recently returned from Europe 
where he visited watch factories in 
Switzerland. 


q Gothic Jarproof Watch Corp., of 10 
West 47th St., New York, moved to new 
headquarters at 37 West 57th St. on 
April 19, 1947. In the new location 
Gothic occupies three times its former 
Space with increased facilities for pro- 
duction and service. Open house will be 
held the first of this month and the 
trade is most cordially invited to inspect 
the new spacious quarters. 


q Harry Rodman, Inc., 580 Fifth Ave., 
New York, recently received a film from 
the Langendorf factory, Langendorf, 
Soleure, Switzerland, showing the manu- 
facture of Lonville watches from the 
raw material stage to the final finished 
product. The film runs for 15 minutes 
and is an absorbing and well produced 
feature packed with interest. The picture 
is not purely industrial but would be of 
educational interest to anyone. Mr. Rod- 
man stated that the firm will be glad 
to offer the film for exhibition at con- 
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NEW YORK, 


ventions, watchmaking’ schools, and 
churches. Harry Rodman, Inc., are sole 
U. S. agents for Lonville watches. 

q H. Sorin, 576 Fifth Ave., New York, 
dealer in diamonds, pearls and precious 
stones, who was confined to bed for sev- 
eral weeks due to illness, is once again 
back at the office attending to business. 
His health has improved considerably. 


q The New York Guild of the American 
Gem Society held their latest meeting on 
Tuesday evening, April 15, at J. R. 
Wood & Sons offices. Dr. Holmes gave 
a lecture on “Geological Occurence and 
Distribution of Diamonds” going into 
the subject in complete detail with statis- 
tics of annual mining reports comparing 
several years of production and local- 
ities. 


New York 24 Karat Club Holds 
44th Annual Beefsteak Dinner 


The Twenty-Four Karat Club of the 
City of New York held their annual 
Beefsteak Dinner at the Warwick Hotel 
on April 8. Members first assembled in 
the Pine Room and after renewing old 
acquaintances, entered the banquet hall 
where the feast was spread. 

President Wm. B. Ogush presided and 
made a short address of welcome. A 
splendid floor show followed the excel- 
lent meal. Julius Kaufman headed the 
entertainment committee and was ex- 
tended a rising vote of thanks. 








Grinberg and Evans Speak 
At New York State RJA Meeting 


The New York State RJA held a 
meeting on Sunday, April 20 at the Com- 
modore Hotel in New York. This was 
the first meeting the Association has held 
in New York City since the war. 

Charles P, Coster of Rochester, N. Y., 
president of the Association was sched- 
uled to speak at the meeting but due to 
inclement weather the plane he >was 
slated to fly on was grounded. 

H. Goldschmidt, vice-president of the 
New York zone of the Association, 
opened the meeting and _ introduced 
Charles T. Evans, secretary of ANRJA, 
who reviewed the activities of that or- 
ganization during the past year. 

P. Irving Grinberg, executive vice- 
chairman of the Jewelers Vigilance 
Committee, addressed the group and 
discussed the activities of the Vigilance 
Committee during the past year. Mr. 
Grinberg also read and explained sec- 
tion 421 of penal law five of the State 
of New York. This law deals mainly 
with markings and descriptions used in 
the jewelry business. 
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DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % to 
7 points, for emblems, wedding rings, 
side stones, etc. 

Swiss cut diamonds, from 3 to 15 
pointers for all kinds of jewelry. 

Full cut diamond;, in small stones 
from 3 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 
for fine jewelry 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
fied qualities. Please ask for our 
new price list, 





576 5th Ave. 
New York 19, N. Y. 
Longacre 5-3672 











kinds Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 
Selections on request te respeacibie Jewelers 














Whitelaw Brothers 
DIAMONDS 


48 West 48th St., New York, N. Y. 

















[| s«ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency” 
ETERNA WATCH COMPANY 
OF AMERICA, INC. 


580 Fifth Ave., N. Y. Bryant 9-8660-8689 











“ORIENTA” 
CULTURED PEARLS 
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SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 











269 So. 9th ST. 
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CONSISTORY RINGS 
NOW READY FOR DELIVERY 
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These Rings are made in |4-kt. with 
Palladium Eagles. 


GEORGE BLADEN, INC. 
RINGS 
LAFAYETTE BLDG. BUFFALO, N. Y. 


Samples sent to reliable Jewelers on request. 




















Collections of Excise Tax Show 21% Gain 





For Fiscal Year 1946 Against Fiscal '45 


30, 1945 and June 30, 1946, compiled 
from annual reports of the Commissioner 
of Internal Revenue, appears elsewhere 
on this page, 

Collections of the tax for the most 
recent fiscal year ending June 30, 1946, 
were $39,122,122.55 higher than the pre- 
vious fiscal year, an increase of about 
21 per cent. Collections were higher ip 
each of the 48 states and the District 
of Columbia but fell off, somewhat, in 
Alaska and Hawaii. This latter is not 


Although state-by-state collections 
of the 20 per cent retailers’ excise 
tax on jewelry for the calendar 
years 1945 and 1946 have not been 
made available by the Treasury De- 
partment, similar compilations for 
the fiscal years ending June 30, 
serve as an accurate barometer of 
jewelry sales throughout the country. 


A comparison of the collections, state- 
by-state, for the fiscal years ending June 
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RETAILERS' EXCISE TAX ON JEWELRY 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 
Send for Catalog 


277 HALSEY ST. 


NEWARK 2, N. J. 




















GOLD 
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| SILVER 
) oe pis. Kiger PLATI NG 
1(Befere) Silverware Repaired 
Equal to NEW (After) 
| Removing of Engravings /"  geilieeca 
WM.HERTEL&CO., INC. » 
(Silversmiths & Platers 7 
17 W. 45th St. 


New York City 
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wh SPRING LOCKS 

<V\Seig LEATHERETTE 
84" x 143%” 


Sdwin Paced. inc. 1233 SIXTH AVE, N.Y.19, NY. 
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1946 FISCAL YEAR 1945 FISCAL YEAR 
(Ending June 30, 1946) < (Ending June 30, 1945) 
. oss il 
| Tax Per Cent |5 = 2 Tax Per Cent 
STATE | Collected of Total |O daa Collected of Total 
New York.......... $36,735,549.77 | 16.44 1 $27,927,676.82 | 15.1 
California.......... 24,669,993.44 | 11.54 5 21,365,145.27 | 11.5 
Illinois.............| 18,080,411.08 8.1 3 14,158,643.38 7.6 
Pennsylvania....... 15,152,026.59 6.78 2 11,858,703.94 6.4 
PES ee 12,023,040.07 5.38 4 10,866,159,57 6.0 
Pr 9,660,395.47 4.32 6 8,677,097.12 4.6 
ae 8,551 ,838.97 3.82 7 8,387,374.00 4.56 
Massachusetts..... . 8,392,158.22 3.75 8 6,847,264.66 3.7 
Missouri........... 5,565,672.82 2.49 10 4,391,204,09 2.4 
New Jersey........ 5,200,768.81 2.32 9 4,193,444.52 2.23 
el gd 5,064,501.32 2.26 12 4,355,659.50 2.3 
Washington. ....... 4,286,648.32 1.91 30 3,758,727.52 2.02 
Maryland..... ae 3,926,849.72 1.75 28 2,814,799.78 1.5 
ere 3,915,762.59 1.75 27 3,317,859.89 1.8 
eee 3,781,118.40 1.7 14 3,130,451.98 1.63 
Minnesota......... 3,730,678.52 1.67 18 2,808,727.90 1.5 
Tennessee......... 3,574,661.21 1.60 15 2,947,359.67 1.51 
Wisconsin.......... 3,460,435.73 1.54 13 2,688,648.97 1.42 
Virginia............ 3,349,240.76 1.51 19 2,855,804.49 1,53 
North Carolina...... 3,258,277.92 1.45 11 2,483,611.43 1.3 
Louisiana.......... 3,254,317.05 1.45 21 2,709,708.81 1.4 
Connecticut........ 2,852,665.34 1.27 31 2,507,941.02 1.3 
Tier 2,455,584.67 1.09 20 2,032,398.75 1.1 
District of Columbia. 2,393,462.22 1.07 37 2,154,976.44 1.1 
eee 2,280,738.35 1.02 34 1,864,287.68 1.0 
Alabama........... 2,257,962.81 1.01 17 1,894,906.54 1.02 
Oklahoma........ 2,205,321.17 .99 22 2,015,499.36 1.0 
ol nd palate 2,190,313.34 .98 33 1,700,725.20 | ‘1.0 
Ss 6 ia iia dala 2,166,846.29 .98 29 1,728,931.78 1.0 
Kentucky. ......... 1,977,753.30 .89 16 1,618,366.12 8 
ee 1,688,226.22 75 ~ 2,207,902.46 1.1 
West Virginia....... 1,602,552.90 71 26 1,236,467.53 wf 
Nebraska.......... 1,401,098.52 .62 32 1,158,445.02 .62 
South Carolina...... 1,362,586.59 61 25 1,118,990.14 .64 
Arkansas........... 1,221,293.41 .54 24 967,258.34 5 
Rhode Island....... 1,165,578.90 .52 36 940,242.41 51 
ee 1,068,232.65 .47 41 863,595.25 46 
Mississippi......... 1,034,330.47 .46 23 885,519.55 5 
EE gn 2 918,239.14 .40 44 785,920.61 4 
0 ee 704,810.00 ol 35 597,834.23 32 
ans oe le 687,882.15 .30 43 556,225.79 3 
New Mexico........ 683,611.78 ol 42 568,366.23 “ad 
Montana........... 553,739.01 24 40 407,994.24 22 
North Dakota...... ; 501,528.99 .24 39 352,261.88 2 
South Dakota....... 496,052.16 .22 38 336,758.70 18 
New Hampshire.... 436,819.96 21 45 314,417.92 17 
Delaware.......... 373,429.22 16 47 332,211.59 16 
Wyoming.......... 326,414.61 .14 48 273,291.89 14 
Nevada............ 311,851.56 .13 49 250,343.19 14 
Vermont........... 252,626.56 11 46 197,634.61 a 
NE i woes sick arta 136,067.41 .06 = 166,081.15 1 
$223,341,986.48 | 100.00 $184,219,868.93 | 100.00 
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mobilization and closing down of Army 
posts in these territories would naturally 
affect sales of jewelry. 

Curiously enough, the percentage of 
the total excise tax on jewelry collected 
by each state is not always consistent 
with the state’s rank as far as popula- 
tion is concerned. For example, it will 
be seen in the accompanying table that 
although California ranks fifth of all 
the states in population, it collected the 
second highest amount of the jewelry 
tax. And although Pennsylvania ranks 
second in population, it was only fourth 
in the amount of tax collected. 

Part of the answer to this seeming 
paradox, apparently, lies in the fact that 
census figures are now seven years old 
and, as a result of the war, may be 
altered considerably. War-time produc- 
tion in California certainly lured many 
persons there and now, instead of rank- 
ing fifth by population, it may, con- 
ceivably, rank third or even second. Not 
until the 1950 census is taken will it be 
possible to check tax receipts against 
fresh population figures and it is hoped, 
in the trade, that by 1950 the tax will 
have been removed. 

As usual, two states (New York and 
California) accounted, between’ them, 
for more than a quarter of the total 
collections of the tax on jewelry, 

During the fiscal year ending June 
30, 1946, four states climbed into the 
million dollar tax-collection bracket: 
Arkansas, Mississippi, Rhode Island and 
Utah. The year before, their collections 
had averaged $900,000. 

Of the 51 states and territories sub- 
ject to the tax, 24 retained their place 
in order in the list of tax collections. 
Fifteen states moved up one or more 
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notches on the list and 12 dropped 
lower. 

States whose collections represented 
a larger percentage of the overall tax 
collections in the year ending June 30, 
1946, compared with the previous year 
were: Alabama, Arkansas, Colorado, 


Georgia, Idaho, Iowa, Maryland, Minne- | 


sota, New Hampshire, New Jersey, 
North Carolina, Oklahoma, Oregon, 
Utah and Wisconsin. 

States dropping lower in the order 
of tax collection included: Connecticut, 
Delaware, Florida, Hawaii, Indiana, 
Kentucky, Louisiana, Mississippi, New 
Mexico, Rhode Island, Tennessee and 
Virginia. However, it must be borne 
in mind that these states (with the ex- 
ception of Hawaii), although dropping 
lower in percentage of total collections, 
actually sold a larger amount of jewelry 
during the period ending June 30, 1946. 

Sectionally, the Middle Atlantic 
States led the country by accounting for 
26 per cent of the retail excise tax col- 
lections. The East North Central sec- 
tion ranked second, with 21 per cent. 
Other sections, in the order of their 
importance, were as follows: Pacific, 14 
per cent; South Atlantic, 11 per cent; 
West South Centrai, 7.3 per cent; New 
England, 6.2 per cent; West North Cen- 
tral, 5.3 per cent; East South Central, 
4 per cent; Mountain, 3 per cent, and 
territories, .81 per cent. 





Opens Jewelry Repair Shop 


George F. Grave has opened a new 
jewelry, diamond and watch repair shop 
in St. Paul, Minn. The repair shop fea- 
tures the latest equipment for guaran- 
teed watch and jewelry repairing. 








HONORED GUEST 
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Center of attraction are the cable cars, the miniature gold cable car charm being held by 

the charming Miss Billie Burke, who was honored guest at a California RJA luncheon. Read- 

ing from left to right are: W. W. Schwab, president of J. R. Wood & Sons, New York, who 

addressed the convention on the Jewelry Industry Council program; Actor Grant Mitchell, 

who is co-starring with Miss Burke in the play "Accidentally Yours"; and Max Strasburg of 
a ei Hollywood, new 2nd vice-president of the California RJA. 
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Match Diamonds 


| match stones 

to any size and 

in any quantity. 
V 


speedy On-Approval Service 
Wire Collect 


WWeinberg 
DIAMOND COMPANY, Inc. 
580 Fifth Ave.. New York 19, N. Y. 











ENCRUSTERS 


STONE ENGRAVERS 
Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York 7, N. Y. 




















eContracts @ Receipt Books, etc. 
Samples Sent FREE 














WATCH PARTS 
— TOOLS — 
SUPPLIES 
. Write for 
Price List C 


MATERIALS ‘DEAN.WATCH Cow ¥ 


», HA NASSAY ST,NEW YORK 7,NY. 
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SPECIAL PACKAGES RHINESTONES 


Pkg. ##1—Small White Mixture 
Pkg. #2—Large White Mixture 
Pkg. #3—Small Colored Mixture 
Pkg. #4—Large Colored Mixture 


$1.50 @ dozen 


$2. dozen 
$3.25 @ dozen 


MARQUISE SHAPES—Mixed Colors 


$1.00 @ dozen 
$1.50 @ dozen 


LARGE ROUNDS 


White Mixture 
Colored Mixture 


$1.50 @ dozen 
$2.00 @ dozen 


Please send check with orders and include 
15¢ for postage 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 














ENCRUSTING 


RuBiEes — SPINELS — ONYx 


Furnished complete with any em- 
blem. The fine quality of emblem 
work will help sell your rings. 


Orders — large or small filled 
promptly. Estimates gladly sub- 
mitted. 


HARRY LEVY 
80 Nassau Street New York 7, N. Y. 
Tel.: WOrth 2-9105 











ALL YOUR NEEDS UNDER ONE ROOF 
WE CARRY A COMPLETE LINE OF: 


Send For &§ Jewelry findings 
Our Jewelers and Watchmakers tools 
Watch cases and dials 
Catalog Spring rings & sister hooks 
uards 


Ring 
* Ear Wires, Sterling or Gold 


Our Prices ery charms 
A A full line of jewelry 
re Polishing materials 
Right Leather & metal watch attch'ts. 


M. HARRIS, Wholesale Jeweler, 124 Hester 8t., N.Y. 











LOWER PRICES 
BETTER WORKMANSHIP 

— SERVICE 
|! have REVISED WAYS AND MEANS enabling me 
te do your JEWELRY REPAIRING AND yo" 
ORDER WORK at a REDUCTION of 25% te 50%. 
With Quicker Service and Better Workmanship! 
‘Send Me Your Next Package.’’ 


M. J. STERN 
Repairing of Jewelry & epeetet Order Work 
61 Beekmen Street New York 7, N. Y. 











INTRODUCING — 
GEM STONE DRILLERS 


71 Nassau $t.—CO 7-3374 
93 Nesseu St.—BE 3-2044 
New York 7, N. Y. 


Encrusting for drilling acc'ts only. 














LAPIDISTS 


Specializing in Synthetic Rubies 
and Blue Spinels 
BUFF TOPS — CABACHONS 
PEAR SHAPES — FACETS 
Sizes Cuf to Your Specifications 


MUKAI & CO. 


217 East 97th St. New York 29, N. Y. 
SAcramente 2-3477 











380 


Vigilance Committee Meeting 
(From page 363) 


Two important highlights of Mr. Grin- 
berg’s speech was the part the JVC 
played in stopping the practice whereby 
an order from a PX or Ships’ Service 
Store enabling purchase to be made at 
wholesale or retail jewelers and then 
charge? ts such PX or Ships’ Store (the 
sale then being made without payment 
of excise tax) was discussed with the 
War and Navy Departments and with 
the Department of Internal Revenue. 
At the present time such practice is pro- 
hibited and only a limited number of 
items carried in the inventories of PX, 
and Ships’ Stores can be sold without 
payment of excise taxes. 


COLLECTION OF EXCISE TAX 


Mr. Grinberg also stated that the 
Treasury Department has agreed that 
excise taxes should be collected on sales 
for consumption or use, including those 
made by auctioneers of privately or 
estate-owned merchandise. However, be- 
cause of the precedent which has been 
established permitting sales by auction- 
eers of privately or estate-owned mer- 
chandise without payment of excise 
taxes, the Legal Department of the 
Treasury decided that the change re- 
quiring excise taxes to be collected on 
such sales must be made by legislation, 
instead of by the Treasury Department. 
The Department of Internal Revenue re- 
cently stated that recommendations had 
been made that a clause be embodied 
in the next Revenue Bill making all 
sales, including those of auctioneers, sub- 
ject to excise tax so long as it is in 
effect. 


COUNSEL'S REPORT 

Byron L. Shinn, of Lipper, Shinn & 
Keeley, Counsel for the Jewelers 
Vigilance Committee, reported on the 
activities of the Committee in handling 
cases of misleading advertising, mis- 
branding of merchandise, etc, Mr. Shinn 
said that many advertisers took the posi- 
tion, when statements in their copy was 
questioned, that they did not know the 
description used was erroneous. Accord- 
ingly, it is planned to issue a pamphlet 
at an early date, outlining the correct 
methods of marking and _ describing 
ordinary items of jewelry, for distribu- 
tion to the trade generally. 

In conclusion, Mr. Shinn spoke of work 
on the proposed new stamping law. He 
said two meetings of the Industry Mark- 
ing and Stamping Committee, of which 
William B. Ogush is Chairman, have 
been held, as well as a number of group 
meetings with various branches of the 
trade. As was to be expected, certain 
problems were encountered and a cer- 
tain diversity of views on some points. 
However, practically all of these have 
now been reconciled, and the Commit- 
tee hopes within the next few weeks to 
be able to circulate a revised draft of 
the proposed law which will be accept- 
able to the industry. 


Elected to serve on the board of diree. 
tors were: Charles G. Brown, president 
of the Chicago Jewelers’ Assn., Chicago, 
Ill.; Walter H. Butler, E. W. Reynolds 
Co., Los Angeles, Calif.; A, Carnoy, 
president, American Watch Assemblers 
Assn., New York; Charles H. Church, 
Church & Co., Newark, N. J.; Sigmund 
Cohn, Sigmund Cohn & Co., New York; 


"Walter Eitelbach, president, Jewelers’ 


Security Alliance, New York; George 
Engelhard, National Jeweler, Chicago, 
Ill.; P. M, Fahrendorf, Jeweters’ Cp- 
cuLaR-KEYSTONE, New York; James H, 
Hetzel, Eisenstadt Mfg. Co., St. Louis; 
Durward Howes, president ANRJA, 
Los Angeles; Walter N. Kahn, L. & M. 
Kahn & Co., New York; Benjamin §, 
Katz, Gruen Watch Co., Cincinnati, 
Ohio; Cecil D. Kaufman, chairman, 
Jewelry Industry Council, Washington, 
D. C.; C. M. Kendig, president, Ameri- 
can Jeweled Watch Mfrs. Assn., Lan- 
easter, Pa.; Edward Krehbiel, Black, 
Starr & Gorham, Inc., New York, N, Y.; 
Victor A. Lambert, Lambert Bros, 
Jewelers, Inc., New York; William F. 
McChesney, Sterling Silversmiths’ Guild 
of America, Providence, R. I.; Jacob 
Mehrlust, president, Platinumsmiths’ 
Assn., New York; Frank Milhening, J, 
Milhening, Inc., Chicago, Ill.; G. H. Nie- 
meyer, Handy & Harman, New York; 
Harley H. Noyes, Oneida, Ltd., Oneida, 
N. Y.; William B. Ogush, William B. 
Ogush, Inc., New York; A. O. Packer, 
Educational Jewelry Mfrs. Assn,, New 
York; S. B. Reagan, president, National 
Wholesale Jewelers’ Assn., Indianapolis, 
Ind.; W. Waters Schwab, J. R. Wood & 
Sons, Inc., New York; Max Stern, presi- 
dent, Precious Stone Dealers Assn., New 
York; Wilson A, Streeter, Bailey, Banks 
& Biddle Co., Philadelphia, Pa.; Martin 
E. Untermeyer, president, Jewelry 
Crafts Assn., New York; Leo Weisfield, 
president, National Assn. of Credit 
Jewelers, Seattle, Wash., and Raymond 
L. Wells, president, NEMJ&SA, Attle- 


boro, Mass. 


February, Mine Production of Gold 


Total United States mine production 
of recoverable gold amounted to 133,- 
842 fine ounces in February, registering 
a drop of 25 per rent from January's 
output. 

Reduced gold production in February 
is attributed by the Bureau of Mines 
partly to the shorter month but chiefly 
to seasonal factors in Alaska, where 
winter weather almost suspends placer 
operation. In no important gold-pro- 
ducing area except Alaska were the de- 
clines in February as large as the 
shrinkage in number of working days in 
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Michigan Horological Assn. Holds Annual Meeting — 








The above picture shows the officers of the Michigan Horological Association who were 
unanimously re-elected to office at the annual meeting of the organization held in conjunc- 
tion with the Michigan RJA convention. Shown seated in the front row, are left to right: 
James Martinek, Martinek Jewelry Co., Traverse City, member of the board; T. F. Barnes, 
Grand Rapids, president; and Paul Morrison, Paul Morrison's, Kalamazoo, chairman of the 
board and past president of the Michigan RJA. Standing in the rear are, left to right: 
Stanley Gaver, Basch Jewelers, Grand Rapids, secretary-treasurer; Jesse Berry, Daniels 
Jewelry Co., Lansing, vice-president; and C. C. Jenks, Ypsilanti and A. J. Johnson, Detroit, 
members of the board. 





The need for registration of watch- 
makers was the keynote of the annual 
meeting of the Michigan. Horological 
Association held in conjunction with the 
40th annual convention of the Michigan 
Retail Jewelers Association at the Rowe 
Hotel, Grand Rapids, April 13, 14 and 
15. 

The Association’s group meeting on 
the first day re-elected all officers to 
serve for the coming year: President, 
T. F. Barnes Co., Grands Rapids, Vice- 
President, Jess Berry, Daniel’s Jewelry 
Store; Lansing; Secretary-Treasurer, 
Stanley Gaver, Basch Jewelers, Grand 
Rapids; Chairman of the Board, Paul 
Morrison, Kalamazoo. C. C. Jenks, 
Ypsilanti; James Martinek, Traverse 
City; A. J. Johnson, Detroit; and C. J. 
Zumbrink, Wayland, were elected to the 
board of directors. 


Paul Morrison, Chairman of the Board 
and Past President of the Michigan 
RJA spoke on Senate Bill 170, pertain- 
ing to the Watchmakers Licensing Law. 
He stressed the necessity for the passage 
of this bill because of the great number 
of incompetent watchmakers that are 








OWI— 
PLATING WORKS 


Silver and Gold Plating — Expert 
Repairing. Chromium, Nickel, Cad- 


mium and Zinc Plating. 
Reblued. 
ESTABLISHED 1891 
219-21-23 PRYOR STREET, S. W. 
ATLANTA 3, GEORGIA 
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now at work in the state, many having | 
come to Michigan from Indiana, Wis- | 


consin and Minnesota where they have 
a law regulating those who practice the 
craft. 

Others speaking at the Sunday meeting 
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were Charles Fischer, Detroit, who spoke | 
on “Higher Education for Watchmak- | 


ers,’ and William Samelius, Dean of the 
Elgin Watchmakers College who spoke 
on “Dura Power Main Springs.” 

Two films concluded the meetings: 
“Manufacturing of Jewels” by Elgin 
National Watch Co. and “History of 
1847-Rogers Bros. Silver,” courtesy of 
the International Silver Co. 

Two-hundred members and guests at- 
tended the banquet held in the evening 
in the ballroom of the hotel. 


—_—_—_— 


Carnow Elected President of AWAA 


Assuming the presidency of _ the 
American Watch Assemblers Association 
this year is Abe Carnow, treasurer of 
the Bulova Watch Co. He succeeds S. 


ABE CARNOW 





Ralph Lazrus of the Benrus Watch Co., | 
who held the post two years. 


Also elected were Norman M. Morris, 


firse vice-president; Jean R. Graef, sec- 
ond vice-president; Herbert Ollendorff, 
treasurer, and Louis Schwob, secretary. 





LAPIDISTS 


Specializing in 


BUFF TOP * FACETED 
CABOCHON 
SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 
BLUE AND WHITE SAPPHIRES 


Prompt Service 


Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 


Telephone: ACademy 2-8297 
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24X 3% 


WITH THIS BIRTHSTONE AND 

WEDDING ANNIVERSARY 

POCKET ADDRESS BOOK 
Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones ond wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices 

Complete line of advertising gift items. 


ViCTOR €. LEDERER CQ. 


125 WEST 33rd STREET, NEW YORK 1, NEW YORK 








MEM90O-BANDS 


Invite inquiry or will send cn memo distinctively de- 
signed GOLD FILLED Snake Chain Mesh and Nov- 
elty Flat or Braided Bands to fit all width watches 
for ladies and men. Guaranteed! Name of manufac- 
turer stamped on each band. Don’t miss this oppor- 
tunity to stock these personality bands on meme or 


me JAY RANZ 


1451 BROADWAY, NEW YORK I8. 
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MAIL THIS AD! 
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SILVERPLATING 


EXTRA 7 
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No Stock Required 
No Extra Overhead 
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the trade for 55 years 
Complete Facililins 


Experienced Staff 
for JEWELRY and SILVER 

* Repairing 

* Refinishing 

* Lacquering 

° Engraving 

* Gold Plating 

* Special Order 
Estimates Given 


Inquiries Invited 
Visit Our Plant 


as fer rafimen 
Since 1892 


LOUIS J. MEYER, Inc. 


205 SOUTH 9th STREET 
PHILADELPHIA 7, PA. 
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California RJA Holds 14th Annual Convention 





ae 











Reading from left to right are a elected officers of the California RJA: H. W. "Jerty' 


Ostermier, president; John Camm, 


Ist vice-president; Max Strasburg, 2nd vice-president: 


Marcus Rice, who continues as secretary-treasurer; outgoing president, Walter Shoemake. 


With a record turnout, members of 
the California Retail Jewelers Associa- 
tion and their wives met in San Fran- 
cisco for their 14th annual convention 
from April 13th to 16th. Emphasized 
throughout the four-day session were 
panel discussions and talks on educa- 
tion for efficient management and profit- 
able operation. Much of the success for 
the smooth running of the event was 
attributed to the untiring efforts of Bill 
Erb, executive secretary of the CRJA, 
and Mrs. Erb. Mr. Erb was paid high 
tribute by directors of the group, who 
elected him to serve for another year. 
Also cited for his untiring work on 
behalf of the convention was Chris 
Christensen of Granat Bros,, San Fran- 
cisco, who served as chairman of the 
general convention committee. 


Highlight of the convention was the 
election of new officers who will serve 
for a year. The new roster is headed by 
President H. W. “Jerry” Ostermier, 
who is partner in Podmore Jewelers, 
Huntington Park. Mr. Ostermier suc- 
ceeds Walter Shoemake of Modesto, 
New first vice-president, succeeding 
Mr. Ostermier, is John R. Camm of 
Petaluna. Serving as second vice-presi- 
dent is Max Strasburg of Hollywood, 
who succeeds Mr. Camm. Continuing as 
secretary-treasurer is Marcus Rice of 
Rice and Lewis, Oakland. 


Scores of intelligent speeches and dis- 
cussions were presented by outstanding 
members of the industry and by well- 
known educators and businessmen. One 
of the most interesting talks was offered 
by W. W. Schwab, president of J. R. 
Wood & Sons, who flew from New York 
to deliver a message on the “Jewelry 
Industry Council Program.” He was 
introduced by Budd Rosenberg, presi- 
dent of Gensler-Lee, who nominated 
Mr. Schwab as “the man of the year in 
the jewelry field for the excellent work 
he has done in promoting the jewelry 
business.” The speaker warned that “the 
only way for jewelers to solve their in- 














ventory problems is increased sales, not 
reductions.” 

Previously Mr. Schwab had stated to 
members of a discussion panel: “After 
visiting with jewelers throughout the 
country, I am convinced that business 
is not bad. It is better than 1941 or 
1942, Within a few months the jeweler’s 
inventory will shape up automatically. 
Wherever I have been I have seen signs 
that read, ‘One-third off, and there was 
no evidence of business. Other jewelers 
have not had to advertise mer- 
chandise at markdowns seemed to be 
very busy. My advice is to get rid of 
slow-moving items fast, but don’t ‘scare 
the wits out of the public.” 

Mr. Schwab, continuing with his dis- 
cussion of the JIC program, pointed out 
that its purpose is to do _ everything 
possible to sell more merchandise to 
more people more often. Insisting that 
the cooperation of every jeweler and 
segment of the industry is required to 
put the program over, he said that every 
additional member was an_ additional 

(Please turn to page 389) 


who 








| WATCHMAKERS! & 


Here 1s the perfect book for 
the expert and beginner. It 
is D. de Carle’s newest work, 
“PRACTICAL WATCH RE- 
PAIRING” ... a complete 
coverage of every phase of 
watch repairing from the 
very beginning to the very 
end. 


Guesswork Eliminated —In practical terms the 
author fells what to look for, where to find the 
faults, and gives a precise remedy for repair. A 
great time saver that reduces workshop costs 
increases profits. The book that brings the average 
repair workshop up to date on modern manufactur- 
ing technique ® 300 knowledge oe pages ° 550 
Clear illustrations © Complete index. 

Numerous charts and tables. Only.. $5.00 
Post Pald 


(If C.0.D., plus charges.) 
Money Back Guarantee. 


WE SUPPLY ALL TOOLS, 
MATERIALS, & PARTS 


for Jewelers, Watchmakers & 
Students at Lowest? Cost. Com- 
plete sets also. Promp? Delivery. 
FREE price list. 

MODERN TECHNICAL BOOK & TOOL CO. 
Dept. MCK. 55 W. 42nd St, New York 18, N. Y. 
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q The Eastern Pennsylvania Guild of 
the American Gem Society of this city 
met Thursday, April 17, 1947, continu- 
ing with the instructional work in gem 
identification. A new secretary and trea- 
surer were elected but announcement of 
their identity was not available in time 
to make this issue. 

q Oscar Kind, Jr.; Elaine Cooper, of 
Fred J. Cooper of 13th St.; William P. 
Collison of Joseph Bechtel & Co., San- 
som St.; and C. L. Thomas of Kennet 
Square were amongst those who attended 
the conference in Chicago of the Ameri- 
can Gem _ Society. William Collison 
served as an instructor in gem identifica- 
tion there. 

q The annual drive of the Allied Appeal 
began Monday, April 7, and got off to 
a flying start with a luncheon on Tues- 
day the 8th when S. Ralph Lazrus, 
Vice-President of Benrus Watch Co., 
and Col. Harry Henshel, Vice-President 
of Bulova Watch Co. were the principal 
speakers. Joseph Milner of the House 
of Milner is the General Chairman of 
this drive. Philip Kind of S. Kind & 
Sons is honorary chairman; Samuel 
Koroff is chairman of the wholesale 
division; and Ralph Huberman is chair- 
man of the retail division. 

q S. Kind & Sons, of Chestnut & Broad 
St., will celebrate their 75th anniversary 
with a diamond jubilee from May 9th 
to May 138th inclusive. Highlighting the 
celebration will be elaborate “Diamond 
Jewelry Exhibit” featuring a fabulous 
collection of diamond jewelry valued at 
over one million dollars. In connection 
with this exhibit, they are holding a con- 
test to obtain the oldest lady’s wedding 
ring and man’s pocket watch purchased 
from the company. .To the person who 
owns the lady’s wedding ring engraved 
with the earliest date, Kind’s will pre- 
sent a modern platinum and diamond 
wedding band. To the man or woman 
who possesses the oldest watch pur- 
chased from Kind’s, which is still run- 
ning, Kind’s will give a modern gold 
wrist watch. Announcements of the re- 
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cipients of the awards will be made on 
the date of the anniversary, Saturday, 
May 10. 

q “The Philadelphia Philharmonic,” a 
program of classical and semi-classical 
music, broadcast each evening over sta- 
tion WPEN by S. Kind & Sons will 
broadcast the progress of a special ban- 
quet to be held on May 10 in honor of 
the anniversary, in lieu of their musical 
selections. The spokesman ffor_ the 
Lavenson Bureau, handling the S. Kind 
advertising, reports that this program 
has had gigantic acceptance from those 
of all ages. Over six thousand letters 
have been received commending it and 
asking for schedules which are dis- 
tributed free. 

q Ellis Kurtz, a new jewelry store, has 
recently opened at 1026 Chestnut St., 
owned and operated by the owners of 
stores of the same name at 28th & Girard 
Ave. and in Upper Darby. 

q Miss Beverly Parker has left the 
Frank & Seder store where she was the 
assistant jewelry buyer because of ill- 
ness. As yet she has not been replaced. 
q Morris Kimmelsman of the K. Jewelry 
store has just returned from a one- 
month vacation in Florida. 

q Ralph Huberman returned April 14, 
from a three-week vacation in Florida 
spent with Mrs. Huberman. 

q Mickey Orloff, divisional chairman of 
the American Red Cross drive reports 
that the jewelers gave over 120 per cent 
of their quota. 

q Friends and relatives are mourning 
the loss of Lewis Lepkin of 719 Sansom 
St. who died recently after spending 35 
years in the jewelry business. 

q Another loss to the jewelry business 
occured when Lewis Salidor also of 719 
Sansom St., passed away, of a heart at- 
tack. 

q 719 seems to be an unfortunate num- 
ber this month. Frank Himelhard, for- 
merly of this address and recently of 
742 Sansom St., also died of a heart 
attack this month while in Florida after 
25 years in the jewelry business. 

q Charles Engeback has moved from 721 
to 720 Sansom St., directly across the 
street. 

q Ludwin & Sherman of 721 Sansom 
St. are enlarging their offices to meet 
the needs of their increased business. 
q Miss Vera Frank of 717 Sansom St. 
returned on April 8, from a vacation 
in Florida and Cuba. 

q Albert Sabul of 142 S. 15th St., has 
recently returned from an extended va- 
cation in Florida. 

q Harry Stern, president of Stern & 
Co., was given a testimonial dinner as a 
surprise on the evening of April 10 by 
the executives of his store. Seventv-nine 


executives presented him with a sterling 


Silver serving tray engraved with the 
(Please turn to page 387) 





BELMAR CREATIONS 
Watches & Jewelry 


ACT 
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¢ Louts SicKLEs ¢ 
1015 Chestnut St. Philadelphia 
22 West 48th St. New York 








READY TO SERVE YOU 
In All Your Needs For... 


@ Watch cases, @ Staking tools 


dials to match. @ Cleaning 
; machines 
@ Watch materials © Giher seeckies 
@ Lathes tools 


IMMEDIATE DELIVERY 
WRITE FOR PRICE LIST 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 








Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa. 











Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South 8th Street Philadelphia 7, Pa. 


WHOLESALE JEWELERS 
WATCHMAKER'S TOOLS & MATERIALS 
JEWELER'S FINDINGS & SUPPLIES 
* 


DISTRIBUTORS 
K & D - LEVIN - G & F TOOLS 
B-B AND FULTON CRYSTALS - F-S FLEXO 
KESTENMAN - BANDS - WRISTOCRAT 


Comalete Line Dennison Goods Boxes & Tags 

















om | 
BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 














HANDMADE 
STERLING JEWELRY 
DOGWOOD DESIGNS 
Send for Catalogue 
PISGAH SILVERCRAFTS 


ASHEVILLE, N. C. 

















Philadelphia College of Horology 


q SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Lees Broad and Somerset Streets 


IS & PHILADELPHIA, PA, 














383 





NEW ENGLAND | 


q Everett C. Hardy of the D. C. Per- q Frank Ames, formerly with Shreve, 
cival Co., Jewelers Building, was among Crump & Low, has become silver buyer 
the Bostonians who attended the Ameri- with the Thomas Long Co., taking over 
can Gem Society’s recent conclave in the position held by John Hass, who 
Chicago. passed away in January. 
q Miss Eleanor Hatfield is a new addi- q The Church Co. staged a large exhibit 
tion to the D. C. Percival Co. staff. of its choice antique jewelry items at 
q James T. Hossley, head of the watch the Copley Plaza Antiques show, Cople 
WELLS oe eo. ATTLEBORO. MASS. department of the D. C. Percival Co. Plaza Hotel, April 7 to 10. — 
was recently named a Director of the q Gordon Brothers, cash buyers of 
a“ Company. jewelry stocks, 18 Province St., Boston, 
, : . q Edward Robbins is a new worker with Mass., recently purchased the entire 
NICKEL SILV ER the firm of Kettell, Blake & Read, 201 jewerly stock of the Duchess-Co., 289 
PHOSPHOR BRONZE Washington Building. Weybosset St., Providence, R. I. 
: q Mr. and Mrs. C. W. Alsterlund of q The Massachusetts State Employment 
THE SEYMOUR MFG. CO. 816 Washington Building, who have been | Division reports a great need in the 
SEYMOUR, CONS. sojourning in California for three | Bay State for jewelry workers and 
months, have just returned to Boston. __ skilled silversmiths. 
q The Boston Jewelers Club will hold q The D. M. Read Co. department store 
_its summer outing, with athletic events of Bridgeport, Conn., recently opened a 
followed by a shore dinner, at the New new department known as “The Jewel 
Ocean House, Swampscott, on May 14. Box” which was marked by a jewelry 
: s 8 _ q William C. Dorrety, 806 Washington and costume style show. 
A superior polish g a Freight prepaid in | Building, started his 5lst year in that q The New Hampshire RJA will hold 
- made by silver- F 5 24g— Eg athe United States | location on April 16, with the biggest their annual summer outing at the 
ee ee Nie at & a min! | display of trophies ever carried in the Hotel Wentworth-by-the-sea, Ports- 
REED & BARTON os TAUNTON. MASS. half century of operation. mouth, N. H., on June 29 and 30, ac- 
. q Colton, Lewis & Co., 703 Washington cording to Robert Fickett, of Concord, 
_ Building, has helped form a new affiliate, N. H., secretary. 
‘ which will operate out of the same office | q The Rogers Jewelry Store at 484 
a Spr ST is and be known as Carousel Creations, | Washington St., was closed recently due 
: | handling infants’ and children’s gifts ex- to inability of the firm to renew the 
14 kt. Gold on Sterling and clusively. This affiliate will be in charge lease. This store occupied space which 
STERLING SILVER JEWELRY of Bertram Litman. will be utilized shortly for the expan- 
Sght diveey te weperrs q Frank N. Zabarsky, 333 Washington sion and erection of a new modern de- 
W. E. RICHARDS CO. St., Boston, incorporated recently as the partment store by the Jordan Marsh 
ATTLEBORO, MASS. Republic Sales Co., with Ansel H. Baker firm. 
| in charge. q John MHandriken, Brockton, Mass. 
| q Charles E. Unwin of Wareham, Mass., jeweler, made a real flying trip to Miami, 
*, "DB | | opened a new and larger store in that Florida, recently leaving in a two-seated 
VX < — 3 FINE STERLING town on April 1, 1947. plane with only the pilot for company, 
HOLLOWWARE q John Williams, watchmaker of Can- | making the trip down on a Saturday in 
































. ? oD pa and ton, Mass., sold out recently to a Mr. 10 hours, sunning himself for a few 
) Y ¥ AUTHENTIC ANTIQUE Smiley. hours, grabbing a night’s rest, and flying 
ee cree q A new store, known as Lee Jewelers, back on Sunday in 11 hours. 

DIMES 72 K STREET Inc., has been opened at 66 Church St., q Mrs. Rose Marshall, secretary with 
RICHARD CO. BOSTON, MASS. Northbridge, Mass., operated by Samuel | the Tavis Farber Co., Jewelers Bldg. 
| Glatky, president; Louis Vilensky, | recently ill with the grippe, made a fly- 
_ treasurer; and Rose Glatky, clerk. | ing trip by air to Bermuda over the 
eg ee These were formerly associated with the | Faster holidays. 
\ ye Empire Jewelry Co., Milford, Mass. q Out-of-town visitors glimpsed recently 
p q The firm of M. F. Charles & Son, | in Boston jewelry circles included Roy 

he A ib Reading, Mass., has branched out, open- | Merritt of Laconia, N. H.; Jerry Eno 
| 4 W@74\ ing a new store in Lexington, Mass. of Skowhegan, Maine; Irving Moody of 
ce a ae) ¢ The New England Guild of the Amer- | Waterville, Maine; John Palmer of New- 
22 Patterns Sterling Siler | /7R\agi| ican Gem Society held its dinner meet- | port, N. H., and E. J. Daigle of Win- 
A ame une R Svvg@ae| ing at the Boston City Club on Wednes- chendon, Mass. 
Providence Rhode Island Meet day, April 16, with Prof. C. S. Hurl- q Roy L. Spring, formerly located in 
burt of Harvard University speaking Room 501, Washington Building, moved 
on the subject of “Sapphires, Rubies. on April 7 into Room 1706, Jewelers 
and Synthetics.” There was the usual Building, the premises formerly occupied 
GEMOLOGY —- DIAMONDS gem quiz, a report on the Chicago con- by Elmer Anderson of Harris & Lawton 
The only complete course in gemology, clave, and gem stones were on hand for Co. Mr. Anderson passed away last 
the science of all gemstones. Courses in practice on all instruments. year, and the firm has gone out of busi- 
all jewelers’ merchandise except watches. q John B. Lukas, formerly with Wal- ness. Mr. Spring brought his own cases; 
em ey aa tham Watch Co., has purchased the F. and redecorated the place. 

A, Inc. : ' . , : 

Dept. J-5 541 S. Alexandria, Los Angeles 5, Calif a Poesy Cie ie pi agg Fagen on wall 
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ington Building, has opened up a new 
retail outlet in Room 501, the premises 
just vacated by Roy L. Spring. 
( — Brooks of the Mauran Watch 
, Jewelers Building, is now on the 
a more extensively than in the past, 
and, on or about May 15, expects to add 
another salesman to take over part of 
the New England territory. 
q John Derby, Sr., of Derby’s Jewelry, 
Davis Square, Somerville, recently 
moved into a new home he purchased 
in Arlington Heights. 
q Partners Peroni & Carrier recently 
purchased the old store of E. W. Cur- 
rier, Amesbury, and are now operating 
under the new name. 
4.J. Walter Anderson, formerly with 
Peterson’s Associates, Needham, Mass., 
and at one time with the House of Les- 
lie, West Roxbury, recently purchased 
the store of Joseph E. O’Neil, Welles- 
ley, who has gone to Arizona. 
q The firm of William E. Denno, Pitts- 
field, Mass., recently redecorated exten- 
sively and held a formal opening of the 
new place early in May. 
q Wholesale jewelers participating in 
the Greater Boston Red Cross Drive 
for 1947 went over their quota by 178 
per cent, and retailers who joined in 
the Consumer Division reported topping 
their quota by 180 per cent. 
q Edmund W. Kirby of the Jeweler 
Building is still carrying on courageous- 
ly from his home where he has been ill 
for some months. 
q Miss Ursla Belley of the Edmond L. 
Belley store, Lowell, Mass., is con- 
valescing from a recent tonsillectomy. 


q Mrs. M. A. Noury of Manchester, 
N. H., is convalescing from a _ recent 
illness. 


q William H. Blake, popular associate 
secretary of the NEMJ&SA is back at 
his desk after a recent illness. 


q Providence jewelry stores generally 
have felt a let-down during the spring 
season with some saying that jewelry 
buying has had a sharp relapse. Cus- 
tomers still are quality minded but price 
resistance is reported increasing with 
each day. Most of the stores are under- 
stood to have adopted a tight buying 
policy and demanding lower prices on 
most lines to meet the public’s resistance. 
Concensus is that Easter volume was 
below expectations. 


q Winter vacations in sunny climes are 
about over, and returning with accom- 
panying tans were noted: Mrs. Addie 
Fiske Goddell of Epping, N. H., presi- 
dent of the New Hampshire Jewelers 
Association, from Florida; Mrs. Arthur 
Beaudette, of Woonsocket, R. I., from 
Florida; Norman H. Hayes, of the 
diamond department, D. C. Percival 
Co., from Florida; Lorenz E. Ernst, 
Silverware department, D. C. Percival, 
from California; Mr. and Mrs. Arthur 
S. Kelley of Norling & Bloom, from 
Florida; Harold W. Barry of Barry & 
Epstein, from Florida; Clifton Pet- 
tingell, Arcade Bldg., Providence, from 
Florida; and Mr. and Mrs. George Moses 
of Thomas Long Co., from Florida. 
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Manufacturing Jewelers 
Organize Luncheon Club 


In the belief that “a little nonsense 
now and then is relished by the best of 
men,” a group of manufacturing jewel- 
ers of North Attleboro have organized 
themselves into the North Attleborough 
Jewelers Luncheon Club, whose princi- 
pal purpose appears to be that of having 
a little fun at the expense of visiting 
members of the trade. 

For a number of years, as most 
jewelry trade visitors to North Attle- 
boro are probably aware, this group 
has been gathering each day for luncheon 
in the Hixon Hotel where they always 
occupy the same round table and are 
sometimes joined by “visiting firemen.” 
Traditionally, the luncheon hour is de- 
voted to rapid-fire repartee. 


LW 


Bonorary Member 
North Attleboraugh —* ‘Luncheon Club 
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Some of the congenial members de- 
cided that there might be some interest- 
ing possibilities in making a more or 
less regular luncheon club of it and 
issuing certificates of “honorary mem- 
bership” to various visitors who had 
joined the group for luncheon on pre- 
vious occasions. Appropriately, the first 
certificates were distributed on April 1. 
One of them was bestowed upon JC-K’s 
New England manager, Ed Lingham, 
and is reproduced in miniature above. 
As will be noted, it is an imposing look- 
ing document, bearing the club’s crest 
and coat-of-arms, the former being a 
pair of crossed hypodermic needles t: 
symbolize the needling indulged in 
around the luncheon table, while the 
coat-of-arms includes the double cross 
and a bar with a zero to indicate that 
no holds are barred. The club’s motto 
is “Never a Kind Word,” and the honor- 
ary member who is able to take an 
entire session without too much loss of 
self-control is adjudged to have passed 
the test and to be a real sport. 

The organizers who have designated 
themselves “kneedlers” instead of the 
usual titles, such as directors or gov- 
ernors, include: Carl Beresford, Webster 
Co.; F. R. Budlong and Graham W. 
White, White Manufacturing Co.; Ted 
Cummings, General Chain Co.; Don 
LeStage, LeStage Manufacturing Co.; 
George A. Pettitt and Ray Sturdy, 
Cheever, Tweedy & Co., and George A. 
Ruehmling, J. F. Sturdy’s Sons Co. 

The club is looking forward with 
anticipatory relish to watching the 
writhings of the various honorary mem- 
bers at future luncheons. 











INDIVIDUAL 
DESIGNS 


of Emblem Rings 
WITHOUT SPECIAL ORDER EXPENSE 





Me fe exclusive development in 


manufacturing enables us to 
furnish Rings, such as illustrated, 
in any combination of Emblems, 
without the usual “special order” 
expense. These rings are not made 
up of the usual “Stock” emblems, 
but are the equivalent of individu- 
ally designed specially made rings 
of heavy construction and finest 


“GRAN” workmanship. 


Our representative in your territory 
will be glad to show you our com- 
plete line of Emblem Combinations 
available with this Money Saving 
Service. 

Your inquiry will bring prompt 
attention. 


GRAN and co. 


Creators and Manufacturers 
of Fine Emblem Jewelry 


546 So. Meridian St. - Indianapolis 4, Ind. 

















ED-MAR 
Crystal & Jewelry a 


WATCH CRYSTALS 


All Types and Shapes 


24 HOUR SERVICE 
Orders promptly filled 


Also Dealers in Swiss Watches, Rings 
Metal and Leather Wrist Straps 


727 SANSOM ST., PHILA. 6, PA. 


WAlnut 2-5469 
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Order Graduation Goods 
NOW! 


e Watches 

e Jewelry 

e Luggage 

Travel Sets 

Pen & Pencil Sets 


e And many other items 
for 


IMMEDIATE DELIVERY 


DON'T MISS THE BOAT! 
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For Over 
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21 W. BALTIMORE ST. 


BALTIMORE 1, MARYLAND 








q Leon Engel, of J. Engel & Co., Balti- 
more, Md., has returned from a vaca- 
tion of several weeks in St. Petersburg, 
Fla., and has now fully recuperated 
from his recent illness. Jay Engel is, at 
present, vacationing at Miami Beach. 
He will return in May and on his way 
home will stop off in Roanoke to attend 
the Virginia and North Carolina RJA 
convention. 

q The following out-of-town jewelers 
were seen in Baltimore during the first 
part of April: Louis Green, of Fayette- 
ville, N. C.; Milton Green, of Danville, 
Va.; Murray Fitterman, of New Bern, 
N. C.; Ward Hauger, of Cumberland, 
Md.; Abe Bernstein, of Burlington, N. 
C.; Harold Alberts, of Boston, Mass., 
and Ray Feldman, of Martinsville, Va. 

q Keene Bros. & Hihn are operating 
temporarily under adverse conditions 
from the rear of the store at 109 West 
Baltimore St., Baltimore, Md., where 
they have been located for the past eight 
years. They have leased the store at 120 
East Baltimore St., which is now ‘occu- 
pied by Perel Jewelry Co., and are wait- 
ing for the premises to be vacated. In 
the meantime, their present store has 
been leased by a men’s furnishing com- 
pany, who moved in on April 12. 

q Michael F. Glos, who formerly was 
the watchmaker for Castleberg’s, Balti- 
more, Md., has converted his suburban 
home at 7521 Belair Road into a jewelry 
store where he will sell electrical appli- 
ances and jewelry. 

q The jewelers in Baltimore, in general, 
report gratifying results from the ex- 
tensive advertising campaign of the 
Speidel Corporation on the Golden 
Knight watch band. A full page ad, with 
the names of all the jewelers of the city 
carrying this item, appeared in the 
Sunday Sun on March 30, and the names 
“Golden Knight” and “Speidel” were 
heard on the radio with every twist of 
the dial. Baltimore was one of the three 
cities throughout the nation selected to 
participate in this experimental cam- 
paign. 

q Two House Bills were introduced in 
the General Assembly of Maryland that 
might have had an adverse effect upon 
the jewelers of Maryland who conduct 
an optical department or do any optical 
work at all. One bill provided that there 
should be no advertising by or on behalf 
of optometrists, etc., and if passed 
would have appeared to make any 
optical window display illegal in addi- 
tion to prohibiting any newspaper, cir- 
cular or radio advertising. The other 
bill would have regulated the practice 
of optometry and if it had been passed 
might have been interpreted to prohibit 
the practice of optometry in any form 
in a commercial establishment, such as 
a jewelry store or a department store. 
Both of these bills were defeated 
through the efforts of the Baltimore 
Jewelers Association. 






q The Maryland-Delaware-District of 
Columbia Jewelers’ Association will hold 
its annual convention in Washington, 
D. C., at the Shoreham Hotel, on May 
11 and 12, A. C. Mayer, of R. Harris 
& Co., Washington, is general chairman, 
and Samuel T. Schwartz, of Chas. 
Schwartz & Son, Washington, is pro- 
gram chairman. 

q John G. Evans, of Atlantic City, has 
joined the sales force of J. Engel & Co, 
Inc., Baltimore, Md. His territory, which 
he is now covering, is the Eastern Shore 
of Maryland, portions of Virginia, West 
Virginia, ‘Tennessee, Kentucky, and 
North Carolina. 

q Carmel Libercci, who formerly re- 
tailed jewelry and manufactured cos- 
tume jewelry at his residence in Balti- 
more, Md., has just opened a new and 
modern jewelry store at 2510 East 
Monument St. and is showing nationally 
advertised lines of merchandise. He will 
continue to manufacture some of his 
own costume jewelry. Mrs. Jean 
Libercci, Mr. Libercci’s wife, is his part- 
ner in this enterprise, but will not be 
active in the management of the busi- 
ness. 

q Harry Baumohl, of U. S. Jewelry Co.,, 
Baltimore, Md., has just returned from 
Miami Beach where he spent a very 
enjoyable five weeks’ vacation. 

q Joe A. Chesney, jeweler, announced 
the opening of the Chesney Jewelers at 
4346 Lovers Lane, Dallas, Texas, on 
April 5. 

q The Dallas Watchmakers Guild has 
been organized as a non-profit organiza- 
tion it was announced on March 8. R. 
J. Crutchfield was elected president and 
J. F. West was elected vice-president. 
q J. D. Benton recently announced that 
he sold his jewelry store, Benton’s 
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Jewelry in Whiteville, N. C. The store 
is now known as the J ewel Shop and is 
managed by Clifton Skipper. Mr. Ben- 
ton stated that in the near future he 
may be connected with the jewelry busi- 
ness in another territory. 

Henry O. Champagne, well-known 
jeweler of Donaldsonville, La., has been 
elected president of the local Chamber 
of Commerce. 

q Earl Moore and Pete Harvey of 
Thomaston, Ga., plan to Open a new 
jewelry store in Manchester, Ga. 

q The Georgia Senate added a 20 per 
cent luxury tax to a proposed three per 
cent sales tax bill. The luxury tax would 
include jewelry. 

3 Lewis-Erskine Jewelers, Inc, of 
Huntington, W. Va., have received a 
charter from the Secretary of State. 
Authorized capital stock is $5,000. In- 
corporators: James E. Lewis, Charles 
T. Erskine and John E. Jenkins, all of 
Huntington. 

q The Mission Jewelry Co., 501 East 
Houston St., San Antonio, Texas, has 
been granted a $3,600 building permit 
for alterations, remodelling and modern- 
ization of its building. 

q A watch repair department has been 
added to Robert’s Credit Jewelers, 922 
Leopard St., Corpus Christi, Texas. 
Robert Racusin, co-owner and manager 
of the store announced the addition. 


q The Davis Jewelry Co., which for the 
past seven years has been located on 
the fourth floor of the South Texas 
National Bank Building in San Antonio, 
Texas, has moved into new and larger 
quarters at 211 Losoya St., that city. 
H. T. Davis is proprietor. 

q The Western Jewelry Co. at Kansas 
City, Mo., is remodeling its new quar- 
ters at 8-10 West Twelfth St. in that 
city, the alterations, including a new 
front, to cost $20,000. 

q Helms & Shillinglaw Jewelry Co. at 
Fort Mill, S. C., filed articles of incor- 
poration at Columbia, S. C., listing 
capital stock at $10,000. J. M. Helms is 
president. 
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q Dale’s School of Horology, which for- 
merly was located in the Peery Building 
at Albany, Mo., and which was damaged 
by fire recently, has moved into a new 
location in the Armory Building in that 
city. 

q Pelz Jewelers, the first jewelry store 
to begin operations in Marshall, Texas, 
observed their 40th anniversary there on 
March 23. Mr. Pelz opened the store in 
Marshall in 1907 in partnership with the 
late N. C. Matthewson under the name 
of Matthewson-Pelz Jewelry Co. His son, 
Fred Pelz, who is a jeweler and watch 
repairman, joined the concern in 1932, 
and in 1935 Mr. Pelz, Sr., opened his 
own store in the present location, 101 
West Austin St. 

q Shyer’s, oldest credit jewelry store in 
Chattanooga, Tenn., established in 1905, 
has been purchased by Al and Bert 
Schulman, two brothers who have been 
in the jewelry business for the past 17 
years. Abe Shyer, founder and owner 
of the business, said the stock and good 
will of the firm were acquired by the 
Schulmans through the purchase of all 
the jewelry firm’s capital stock. 

q More than 7,000 tiny gold crosses were 
given away during Holy Week, March 
31 to April 5, by the Arthur A. Everts 
Jewelry Co., Dallas, Texas, following a 
custom of years’ standing. The people 
of Dallas waited in long lines to secure 
a cross which was presented by Arthur 
A. Everts, head of the firm, who stood 
before a five foot cross in his store. 


PHILADELPHIA 
(From page 383) 





signature of each. The occasion was the 
celebration of his 25th anniversary with 
the company. z 


q The Kaplan Jewelry store at 115% S. 
llth St. has been purchased by David 
Flanier who is continuing to operate it 
as a retail jewelry store carrying a com- 
plete line of merchandise. 

q Edward Tinkleman of 718 Sansom St. 
has recently returned from an extensive 
tour of the South. 


q Albert E. Price of 710 Sansom St. no 
sooner returned from Europe, as we 
mentioned last month, than he left for 
a tour of the South where he is at this 
writing. 

q Joseph M. Shanholtz of 723 Sansom 
St. reports that the majority of his em- 
ployees have decided to remain with 
him after the results of the vote to de- 
cide whether they should be represented 
by the AF of L. were made known to 
them. The decision was negative. The 
men are not represented by any union 
and those who have returned have re- 
ceived a raise in wages to compensate 


for the decrease in overtime work avail- 
able. 


q The Horowitz show room on the sec- 
ond floor of 723 Sansom St. is now com- 
pleted and carrying additional lines in- 
cluding gifts, kitchen wear, linens and 
other items for which the facilities on 
the first floor were not sufficient. This 
second sales room opened April 2. 
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MEY (HICACO 


q John M. (Jack) Montgomery, M. A. 
Mead & Co., sailed from New York on 
April 9 aboard the Queen Elizabeth for 
a three weeks trip to Europe. From 
England, he will fly to Geneva where 
he will visit the watch industry and will 
also visit the Swiss Industries Fair at 
Basle before returning home. 

q J. P. (Jack) Beckman, of the diamond 
department of The Ball Co., sailed from 
New York on the Queen Elizabeth April 
9 to visit the diamond markets of Bel- 
gium and Holland. He expects to be 
gone about six weeks and will also spend 
part of his time visiting the watch fac- 
tories in Switzerland. 

q A. B. Paulson, manufacturers repre- 
sentative, located in Chicago for many 
years, is now representing Atlas Jewelry 
Manufacturing Co., New York, and O. 
S. Davignon Co., North Attleboro, on 
the Pacific Coast with headquarters at 
448 S. Hill St., Los Angeles. 

q W. E. Munson, who recently joined 
the sales force of Van Schyndle, Inc., 36 
South State St., will represent the com- 
pany in the state of Illinois. 

q Wilbur R. Cureton, son of George W. 
Cureton, secretary-treasurer of The 
Newall Manufacturing Co., who joined 
the organization last Fall when released 
from Army service, left Chicago April 
12 on a T.W.A. plane to spend several 
weeks on a business trip to Switzerland 
and other countries in Europe. 

q Gerard Therrien, for the past 15 years 
associated with Square Deal Miller, is 
now a salesman for the Detroit office of 
M. A. Mead & Co. and will call on the 
trade of that territory. 

q Recently the wholesale jewelry houses 
of Milwaukee organized the Milwaukee 
Wholsale Jewelers Association, feeling 
that an organization of this kind would 
serve their interests better than one of 
a general nature but they will continue 
to cooperate with other associations for 
the promotion of the jewelry trade of 
the city. Officers of the organization are: 
President, Arthur C. Kuesel; Vice-Presi- 
dent, E. M. Patzwald; Secretary-Treas- 
urer, A. C. Possin. These, with A. Axt, 
N. Epstein, and Wm. J. Kilb constitute 
the Board of Directors. Charter mem- 
bers of the organization are: A. Axt Co., 
Erwin Berk Co., Emil E. Beyer Co., Im- 
port Specialties Co., Kilb-Beck Co., Ar- 
thur C. Kuesel Co., C. & E. Marshall 
Co., M. A. Mead & Co., E. M. Patzwald 
Co, A. C. Possin Co., Edward M. Wals 
& Sons, Inc,, and M. Weingrod Co. 


| Jeweler Purchases Real Estate 


sen Youkilis, proprietor of Ben’s 
Budget Jewelers, 4568 Main Ave., Nor- 
wood, Ohio, recently purchased a 50 x 130 
feet three-story brick building in Nor- 
wood. There are six apartments on the 
second and third floors of the building. 

Mr. Youkilis, who has been in _ the 


jewelry business in Norwood for 4 
years, stated some improvements on the 
newly purchased building will be made 
but no plans for remodeling on a large 
scale are under consideration now, 


Henry Ford, Watchmaker : 


The question of whether the |ate 
Henry Ford was really much of a watch. 


maker, or whether this was just purely | 


legendary was recently cleared up by 
John J. Bowman, Technical Consultant 
for THe JEWELERS CrrcuLAr-Keystonz, 

Mr. Bowman recently took advantage 
of an opportunity to make an intimate 
inspection of Mr. Ford’s watch and 
clock collections, at Edison Institute 
and Greenfield Village, Mich., with Mr, 
Van Hoosear, of San Francisco, a friend 
of Mr. Ford’s who is also a collector. 
They did not see Mr. Ford while on 
their tour as he had just returned from 
Georgia and was quite ill. Fred Smith, 
Director of the Institute, conducted 
Messrs. Bowman and Van_ Hoosear 
through the museum and the Village 
buildings and gave them an “inside 
track” on studying the most noteworthy 
things on display. 

What Mr. Bowman saw made it clear 
to him that working as a watchmaker 
was actually Mr. Ford’s breadwinning 
vocation for several years, before he 
took up the machinist trade. Throughout 
Mr. Ford’s life, watchmaking remained 
very much an interest and a pleasure 
to him. Not only did he collect time- 
pieces, tools (including entire shops of 
these), but he also did considerable 
watchmaking at the bench for relaxation 
from business. 
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California RJA Convention 
(From page 382) 


shoulder to the wheel. Describing the 
JIC plan step by step with the aid of 
huge placards, he produced the Council’s 
revised anniversary list, which he said 
might possibly be the organization’s 
most important job. He is convinced that 
the new list can be made popular with 
the public if the jewelers will cooperate 
in bringing it home to their patrons. 

Mr. Schwab concluded his talk by 
urging a more concerted consumer ad- 
vertising campaign by the industry and 
a bigger JIC reserve fund. In regard 
to advertising, he stated, “The founda- 
tion of advertising is consistency. We 
can’t win the advertising fight by one 
punch.” He pointed out that each suc- 
ceeding advertisement gains strength 
from preceding ones—which is also true 
if the statement is reversed. “A hard- 
hitting advertising program depends on 
subscriptions from JIC members. We 
need advertising. And to do the job we 
need more members.” 


JIC RESERVE FUND 


As for reserves, Mr. Schwab said, “We 
would be very naive not to be prepared 
for the time when the sun will fall be- 
hind the cloud, it will rain, and we shall 
need an umbrella. The JIC must create 
sufficient reserves to meet the needs for 
that period. That is why the JIC Board 
of Directors has decided that the Council 
must create a reserve fund. The larger 
the amount we can put into it, the 
greater our strength when we shall need 
it most. And the more members we can 
enlist, the more money we can put into 
that fund. If the entire industry were 
behind this program and would give 
one-tenth of one per cent of their capital 
rating, we would have $1,500,000 in the 
kitty instead of the $425,000 we have 
secured so far.” 

Mr. Schwab announced that Chris 
Christensen of Granat’ Bros., San 
Francisco, and Max Strasburg of Holly- 
wood had been elected to initiate a cam- 
paign to help put over the JIC program 
in California. It will be tieir duty to 
appoint a jeweler in each community, 
who will in turn embark upon his own 
campaign to get other jewelers and 
suppliers to join the JIC. 

Other speakers during the four-day 
period included E. J. McGowan, assist- 
ant vice-president of the Bank of 
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America, who spoke on “California 
Potential’; P. A. Rowe, president, A. I. 
Hall & Son, San Francisco, who spoke 
on “Store Management”; James A. 
McElroy, M. Schussler & Co., San 
Francisco, who discussed the work of the 
Jewelers’ Security Alliance; R. Earl 
Thompson, Coordinator, Distributive 
Education, San Francisco Board of 
Education, who described his group’s 
“Supervisory Sales Training Program.” 

On the social side, there was plenty 
of entertainment for members as well 
as their wives. For the men there was the 
annual North-South Golf Tournament, 
with the Northerners winning the trophy 
donated by Wallace Silversmiths, The 
winning North team was composed of 
Walter O’Brien, A. I. Hall & Son, San 
Francisco; Joe Wineroth, L. A. Giacobbi 
& Co., San Francisco; Paul Kessinger, 
Redwood City; C. R. “Chuck” Green- 
stone, Granville, San Francisco. 

The hard-fighting South team was 
composed of H. W, “Jerry” Ostermier, 
Huntington Park; John Ernsting, San 
Diego; Durward Howes, Jr., Los 
Angeles; Ben Ehrlich, Los Angeles, who 
was also chosen best dressed golfer. Low 
net was won by Kessinger, low gross. by 
Herman Free, San Francisco. The golf 
party was followed by a stag attended 
by some 500 members and guests. 


THE LADIES RETALIATE 


The ladies retaliated by going on an 
all-day tour of the city and spending 
the evening at a gay bingo party at the 
Fairmont, where 25 prizes of jewelry 
were awarded to the winners. 

Chairman of the women’s committee 
was the charming Mrs. William Morgan, 
wife of the president of Morgan & Allen, 
San Francisco, who won the hearts of all 


by her ceaseless efforts to provide fun 


for the ladies. 

Final event of the convention was a 
banquet and style show, held in the 
sumptuous Gold Room of the Fairmont 
Hotel. Gorgeous models wore some 
$5,000,000 worth of gem pieces, most of 
them loaned by Harry Winston. The 
expensive collection, guarded by eight 
Pinkerton men and plainclothes detec- 
tives, was the talk of the Bay City for 
days. Hundreds of beautiful costume 
jewelry pieces, silverware, watches, and 
small appliances were awarded as door 
prizes. 





Wolverine Travelers Elect Officers 


The Wolverine Travelers held their 
annual meeting in conjunction with the 
Michigan RJA convention held on April 
13, 14, and 15 at the Rowe Hotel in 
Grand Rapids. All officers of the Travel- 
ers were re-elected. They include: 
President, Don Gautherat, E. H. Pud- 
rith Co., Detroit; Vice-President, Cy 
Hirst, Bulova Watch Co., New York; 
Secretary-Treasurer, Erdman Berg, M. 
A. Mead Co., Detroit and Chicago, Erd- 
man Berg, M. A. Mead Co. and Al 
Kamberg, Scribner & Loehr, Detroit 
were honored with honorary member- 
ships in the organization. 









Actual size 
1%" x 


13/16” 

Both sides 
identical 

*T.M. Reg. 





) THE “Divine” *CROSS 






LOUIS VOGEL, 39 S. STATE ST., CHICAGO 3 
Stylists and Makers of Fine Wedding Rings Since 1907 
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The most unusual 
cross ever made. 
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wrought frame of 
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q The Gerwe Brown Co. will soon take 
over quarters in the Temple Bar Build- 
ing in Cincinnati which will triple the 
Space now occupied by the company at 
18 W. Seventh St. 


q Eddie Whitman with the Herschede 
Clock Co. is back on the road traveling 
again. 

q John A. Gerwe of Gerwe Brown Co. 
and Richard Welling, Lockland jeweler 
are back from their vacation in Florida. 


q Walter Mayer of Wallenstein Mayer 
Co. is rapidly recovering after being ill 
for three months. 


q George Hovey of Carrolls Jewelry 
store, 5th & Main Sts., is rapidly re- 
covering from a recent illness. 

q E. H. Bohmer, Sr., First National 
Bank jeweler, recently returned from 
Florida with his wife where they visited 
their son at West Palm Beach. Their 
son has a jewelry store there. 


q Carroll Seghers recently returned 


Frank B. Stegeman, President of the Wads- 
worth Watch Case Co., located in Dayton, 
Kentucky, celebrated his 50th anniversary 
with that concern on March Ist of this year. 
Shown above, at the right, Mr. Stegeman is 
receiving a souvenir book containing the 
signatures of all the workers in the plant. 
The etched inscription on the gold-filled 
plate on the cover reads: "Presented by the 
employees of the Wadsworth Case Com- 
pany to their good friend Frank B. Stege- 
man to commemorate fifty years of loyal 
service 1897-1947." Making the presenta- 
tion for the employees are Alfred Reekers 
at left, with a 30-year record, and Joseph 
Kuehne who is still going strong after 54 
years of steady work at Wadsworth. 
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from a trip to Coral Gables, Fla., where 
he visited his wife and son who are man- 
aging the Coral Gables store. Their 
daughter flew down from college in order 
to be with the family. 

q Wallenstein-Mayer are proudly dis- 
playing a completely remodelled and re- 
decorated office. 

q Jack Eckerle of E. J. Eckerle Co. was 
married on April 26 to Miss Shirley 
Thieryoung. 

q Emmett Fitzpatrick, Ollie Ollson and 
Jack Gerwe of Gerwe Brown Co. were 
home for the Easter holidays. 

q George Brown, Emmett Fitzpatrick, 
Jack Gerwe, Mr. and Mrs. A. W., 
Kampf, Carroll Seghers, George Warren 
and Ed Spitznagel attended the annual 
convention of the Ohio Retail Jewelers 
Association held in Columbus. 

q Mr. and Mrs. Herbert Krumbholtz re- 
cently returned from a three weeks’ va- 
cation in Miami Beach and report they 
had a wonderful time. 














DISTINCTIVE 
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WATCHES 


DIAMONDS 


D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Michigan RJA Convention 

(From page 369) 
phases of interest to the trade as a 
whole. 

The convention was closed with a 
Silver Jubilee celebration staged by the 
Wolverine Travelers, who held their 
meeting in conjunction with the con- 
vention, taking this occasion to mark 
their 25 years of service to Michigan 
jewelers. An elaborate floor show, 
dancing and buffet spread closed three 
days of successful activity for the 
Michigan RJA. 

All officers of the Association were 
re-elected: Howard Doxtader, Lansing, 
president ; Robert Dicker, Jackon, vice- 
president ; Carl Billmeier, Saginaw, vice- 
president; Deane Herrick, Plymouth, 
secretary; and Dean Mattison, Lansing, 
treasurer. Elected to the board of direc- 





tors were: Albert Nieboer, Grand 
Rapids; Paul E. Morrison, Kalamazoo}; 
O. L. Church, Alma; Percy K. Loud, 
Detroit, and Hugh Finley, Kalamazoo. 

The Resolutions Committee extended 
a vote of thanks to the officers of the 
Michigan RJA; the Jewelers Vigilance 
Tax Committee; President Howes of 
ANRJA and to ANRJA; the Wolverine 
Travelers; and the Grand _ Rapids 
jewelers. 

Other resolutions were: Be it further 
resolved that the Michigan RJA goes 
on record as being opposed to the un- 
ethical methods being used by some of 
the leading manufacturers in furnishing 
their products to house-to-house ped- 
dlers. Be it further resolved that the 


Michigan RJA lends their whole hearted 
support to the Jewelry Industry Coun- 
cil for their efforts in making the public 
more jewelry-conscious. 





At the 40th annual convention of the Michigan Retail Jewelers Association held at the Rowe 

Hotel in Grand Rapids on April 13 to 15, the following officers were re-elected to serve for 

the coming year: Shown, left to right, are: Dean Mattison, Mattison Jewelers, Lansing, 

treasurer; Deane Herrick, Herrick Jewelers, Plymouth, secretary; Howard Doxtader, Parker's 

Jewelry Store, Lansing, president; and Carl Billmeier, Billmeier's Jewelry Store, Saginaw, vice- 

president. Absent when the above picture was taken was Robert Dicker, Dicker & Doxsey, 
Jackson, who was also elected vice-president. 
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Controls On Tin Extended 


Congress recently complied with the 
request President Truman made in Feb- 
ruary when he asked for continuation of 
some of the controls on specific com- 
modities, including tin, that would have 
expired on March 31, with the termina- 
tion of the Second War Powers Act. 
Hearings on the matter were held by 
Congress, and governmental controls on 
tin were extended to June 380, 1947. 

Although this control on tin is of short 
duration, Congress, in its report on the 
bill, stated that it was purely temporary 
and that between now and June 30 it 
will study the entire problem and then 
decide whether controls are to be ex- 
tended beyond June 30, 1947. 

The following is the current situation 
covering use of tin in jewelry: Tin may 
not be used in the manufacture of 
jewelry, and jewelry containing tin may 
not be sold. The restriction of the sale 
of jewelry containing tin also applies to 
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jewelry manufactured in other countries 
and imported into the United States. 

The above regulations do not apply 
exclusively to the jewelry trade, but the 
manufacture of the following items are 
also affected by them: Advertising 
specialties; art objects; Britannia metal, 
pewter metal or other similar tin-bear- 
ing alloy; buckles; buttons; emblems 
and insignia; novelties, souvenirs and 
trophies; ornaments and ornamental fit- 
tings; and toys and games. 





Wholesale Sales Show 21°, Decrease 


Jewelry wholesalers sales were 21 per 
cent lower in February, 1947, than dur- 
ing the same month of 1946, according 
to data from 39 firms throughout the 
New England, Middle Atlantic, East 
North Central, West North Central and 
Pacific coast states compiled by the 
Census Bureau. Sales were 50 per cent 
greater in February than during the 
preceding month of January. 








GRAFNER BROS. 
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ADVERTISE IN NEWSPAPER? 


The best way to discover 
what makes Edwin Freed’s 
new NEWSPAPER-AD 

MAT SERVICE grow 

so fast... is to SEE IT: 


We're always very eager to send out a 
sample copy of our mat service to all 

who request it because that sample is 

the best salesman in the world. Jewelers 

see it, like it and subscribe to it for 

a year. We produce our Mat Service monthly 
and would like you to see our latest issue 
and quote you monthly rates for your exclusiv 
use In your city. Write foday. Your city ma) 


still be open. 


EDWIN FREED 


\DVERLISIVG 


YS Xu x mAVe Aa GM ns "CY 


WRITE FOR A SAMPLE TODAY! 








PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwoukee 12, Wisconsia 




















OPALS 
ALL RING SIZES IN STOCK 
SPECIAL SIZES CUT ON ORDER 
ACE LAPIDARY CO. 
HENRY SCHULER 
92-32 Union Hall St., Jamaica 5, N. Y. 
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Where to Buy 
.IMPORTED 
China and Glaas 









PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 











Murray Hill 38-5460 








WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 

















JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Staffordshire Ware 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 














i 


MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S Ironstone China 

COALPORT Bone China and Kingsware 

ROVAL CAULDON Bone China and Earthenware 
WELLINGTON Bene China Teaware 





i29 Fifth Avenue, New York 3, N. Y. 








TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 # Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 














: importers of 
J ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















zi2 Fifth Ave. 


ROYAL DOULTON 


Kngliak Bone China and BRarthenware 


DOULTON and CO., Ine. 
Successors To 
wm. 8. PITCAIRN CORPORATION 
New Verk, N. Y. 





392 








Head table guests at the Diamond Peacock Club's second annual dinner-dance held at the 
Hotel Somerset, Boston, on April 16, are, left to right: Robert Abbott, president of the 
Massachusetts & Rhode Island RJA, and Mrs. Abbott; Norwell Phillips, of Worcester, Mass., 
and Mrs. Phillips; Edgar E. Baker, president of the Jewelers Board of Trade, Providence, 
R. I.; Mrs. Vincent Chapman and Vincent Chapman, president of the Diamond Peacock 
Club; Mrs. Raymond L. Wells and Raymond L. Wells, president of the NEMJ&SA; John 
McNamara, vice-president of the Diamond Peacock Club and Mrs. McNamara; Mrs. Addie 
Fiske Goodell, president of the New Hampshire RJA; and Herbert Wood, past president of 
the New Hampshire RJA. 


More than 250 members and guests 
attended the second annual dinner-dance 
of the diamond Peacock Club at the 
Hotel Somerset on Wednesday, April 
16. It was a most gala affair, with the 
ladies dominating the scene with their 
attractiveness and feminine finery. 
Souvenirs for the ladies were General 
Electric travel-kit electric irons, and the 
presentations brought many exclama- 
tions of delight. There were no speeches, 
but plenty of excellent food, drink, and 
top-flight music under the direction of 
Ranny Weeks. 

President “Vin” Chapman introduced 
the head table guest which included 
Robert Abbott, president of the Massa- 
chusetts & Rhode Island RJA; Edgar 
E. Baker, president of the Jewelers 
Board of Trade; Raymond L. Wells, 
president of the New England Manufac- 
turing Jewelers and Silversmiths Asso- 
ciation; Mrs. Addie Fiske Goodell, presi- 
dent of the New Hampshire RJA; and 
Herbert Wood, past president of the 
New Hampshire Association, along with 





Souvenirs presented to each lady guest at 
the second annual dinner-dance of the Dia- 
mond Peacock Club at the Hotel Somerset 
on Wednesday, April 16, consisted of Gen- 
eral Electric travel-kit electric irons and 
cords, complete with zipper cases. Shown 
above, left to right are: William Selberg 
of Elgin Watch Co., co-chairman of the 
dinner committee; Mrs. Addie Fiske Goodell, 
president of the New Hampshire RJA; Mrs. 
Trudy Selberg; and David C. Percival, Jr., 
co-chairman with Mr. Selberg on the com- 
mittee. 


the wives of most of these. Sharing 
honors at the head table with President 
Chapman were Vice-President John Mc- 
Namara and Committee Chairman David 
C. Percival. 


ANRJA and NACJ Will Represent 
Jewelry Trade on Committee 


The fact that the ANRJA and the 
NACJ will represent the jewelry trade 
on the Department of Commerce Retail 
Trade Advisory Committee was an- 
nounced recently by Secretary of Com- 
merce W. Averell Harriman. The com- 
mittee is composed of 44 national retail 
associations. Charles T. Evans and M. T. 
Millspaugh of Samuel Kirk & Son, Balti- 
more, Md., will represent the ANRJA 
on the committee and William Wagner 
will represent the NACJ. 

Appointment of a permanent Retail 
Trade Advisory Committee to the De- 
partment of Commerce was recommended 
by retailers at the conclusion of a two- 
day conference with Department officials 
held in September 1946. 

The purpose of the September con- 
ference was to effect closer post-war co- 
operation between the Department of 
Commerce and the nation’s retailers with 
a view to strengthening and improving 
the distribution system. Government 
officials outlined the Department’s work 
as it related to retailers’ problems and 
invited the retailers to make specific 
recommendations as to how the Depart- 
ment could better serve them. 

Future conferences will consider such 
recommendations and retailers’ problems 
in general. Establishment of the Ad- 
visory Committee affords an opportunity 
for close contact between the Depart- 
ment of Commerce and the retail trade. 
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SWEDISH CRYSTAL 


Kosta Alsterfors 
Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grendahl) 


D. Stanley Corcoran, Ine. 


212 Fifth Avenue New Yeerk 10, N. Y. 
MUrray Hill 7-7823 
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Lovis AUERBACH, retired jeweler of 
Hazleton, Pa. died March 18 after a 
long illness. He established his first 
store in Hazleton in 1892. Mr. Auerbach 
retired from the jewelry business some 
years ago and turned his business over 
to his two sons. Surviving are his three 
sons and three daughters. 

Aurrep Bovurceois, 81, Jackson, Miss., 
jeweler died March 18 after a brief ill- 
ness. He established a jewelry business 
in New Orleans, La., in 1883. On March 
10, 1886, he moved to Jackson, Miss., as 
manager of a jewelry store at 220 West 
Capital St., which he purchased in 1892 
and operated until his death. Besides his 
wife, he is survived by three sons and 
five daughters. 

Davi Fremine, 61, owner of the 
Jewel Box, Coral Gables, Fla., jewelry 
store, died March 20 following a heart 
attack. He is survived by his brother 
and his sister. 

FranK Htmerrars, retired Philadel- 
phia wholesale jeweler, died suddenly 
March 24 at Miami Beach, Fla. For 35 
years his establishment was at 8th and 
Sansom Sts., Philadelphia, Pa. Mr. 
Himelfarb retired a year ago. Sur- 
viving are his wife, a son and a daugh- 
ter. 

JosEPH JANSEN, Sr., a pioneer jeweler 
of Atlanta, Ga., died April 8 in a private 
hospital there after a brief illness. He 
had been connected with the jewelry firm 
of Maier & Berkele fer 60 years, and 
was active in his work until a week 
prior to his death. Surviving are his 
wife, three daughters and four sons. 

Louis Lirxin, 71, jeweler for 45 years, 
died March 28 at his home in Phila- 
delphia. Surviving are his wife, five 
daughters and three sons. 

At T. Marrinsen, 51, owner of Mar- 
tinsen’s Jewerly Store, Grand Island, 
Nebr., died March 24. Mr. Martinsen 
was a past president of the Nebraska 
Retail Jewelers Association. He is sur- 
vived by his widow. 

Wm. Renicu, president of Wm. E. 
Renich Co., Inc., 209 South State St., 
Chicago, died March 27, 1947, after a 
short illness. Mr. Renich was a pioneer 
of the credit store business in Chicago 
and served as president and in other 
official positions of the Chicago Jewelers 
Association. 

Juttus G. Rosrs, 64, head of a whole- 
sale jewelry business, Buffalo, N. Y., 
bearing his name for almost 40 years, 
died March 20 after a long illness. Ill 
health forced his retirement five years 
ago. The jewelry firm was known as 
the Robins, Bladen & Robins Jewelry 
Co., until Mr. Robins became sole owner 











ane STAR GARNETS 
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Vv. D. HILL 


Complete Gem & Mineral Establishm t 
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about ten years ago. Surviving are his 
son and four daughters. 

Louis Sickires, 82, of the wholesale 
jewelry firm of Louis Sickles, 1015 Chest- 
nut St., Philadelphia, Pa.,:died April 5. 
Mr. Sickles was a past president of the 
National Wholesale Jewelers Association 
and for 21 years served as president of 
Congregation Adath Jeshurun, Broad 
and Diamond Sts., Philadelphia. He was 


LOUIS SICKLES 





graduated from Central High School 
in Philadelphia and held honorary 
degrees from the University of Penn- 
sylvania. Mr. Sickles was an honorary 
member of Pi Lambda Phi Fraternity. 
Surviving are three sons, Moses L.,, 
David J., and Louis, Jr., and all are 
associated with the firm. 

Cuartes Lewis Tirrany, 70, retired 
vice-president and director of Tiffany & 
Co., 727 Fifth Ave., New York, the 
jewelry business founded 110 years ago 
by his grandfather, died April 3. He 
had been ill for several years. Mr. 
Tiffany became active in the operation 
of the jewelry firm in 1905. He was ap- 
pointed vice-president several years 
later, retaining that position until illness 
forced his retirement in 1940. Before 
leaving the jewelry firm he was elected 
a director of the board in 1938. Surviv- 
ing, besides his wife, are his four sisters. 





New Haven Watch & Clock Co. 
Hold Meeting, Elect Officers 


The New Haven Clock and Watch Co. 
has re-elected the following directors: 
Paul V. Eisner, chairman; Lawrence J. 
Rubenstein, vice-chairman; Philip H. 
English, Max A. Geller, Albert H. Ham, 
Robert E. Palmer, Max FE. Taussig, 
TMatthias A. Weisz, and Charles Winkel- 
man. 

The officers elected by the board of 
directors of the New Haven company 
are: Paul V. Eisner, chairman of the 


, board; Albert H. Ham, executive vice- 
president; Frederick A. Neumann, vice- | 


president; Eugene J. Lassieur, vice- 
president; Robert H. Chirgwin, vice- 


president; Philip H. English, secretary | 
and treasurer and Edward O. Brown, | 


assistant secretary. 


At the meeting, company officials an- | 
nounced that reconversion to peacetime | 


production is now complete and opera- 
tions in 1947 have resulted in a slight 
profit in contrast to the loss previously 
reported for the year 1946. 


| 
| 





Where to Buy 
AMERICAN 
China and Glass 
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| Camterton 
ffs erton IVORY CHINA 
Tvory distributed by 
ina FISHER, BRUCE & CO. 
made in Gieevice Phila.: 221 Market Street 











New York: 1107 Broadway 
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THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
28.W. 23rd ST. 1550 MERCHANDIGE MART 
NEW YORK CITY CHICAGO, ILL. 
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Giftwares of Distinction 


KENSINGTON METAL — GLASS 
KENSINGTON, INC. NEW KENSINGTON, PA. 


GIFTS for MEN 


A comprehensive selection of 
Accessories with Sporting Motifs. 
YNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


SUN GLO STUDIOS iy oR i0'N Y. 


NEW YORK 10, N. Y. 


















































LEVY BROS. CHINA C0., inc. 


| EST. 1868 NEW YORK 


Gifts ... Dinnerware ... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroom 
79 Fifth Avenue 


Showroom 
225 Fifth Avenue 











ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from''Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
Telephone: CHelsea 2-3702 and CHelsea 2-2558 


MARY RYAN 


My 225 Fifth Avenue, New York GIFT AND ARI 
NOVELTIES 


Mart, Chicago 














DECORATIVE 
ACCESSORIES 
FURNITURE 
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‘ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 
for the 


FINE CHINA TRADE 
MADE IN AMERICA- MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 
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Replacing a Pallet Jewel 


First part of a new chapter in this watchmaking series; this 


one on replacing pallet jewels. The methods of removing the 


7 


broken jewels and how to select new ones are told herewith. 


by HENRY B. FRIED 


Executive Secretary 


The Horological Society of N. Y. 


PALLET jewel should be replaced if chipped or 
broken and, of course, if it is missing. A chipped 
pallet jewel (Fig. 1) should be replaced with a new one 
because it detracts from the impulse it must impart to 








Fig. 1. Chipped pallet jewel, 


the balance. It may scratch the top of the escape wheel 
teeth and it may prevent a correct locking of the escape 
wheel tooth upon the other pallet jewel. 


REMOVING A PALLET JEWEL 


Pallet jewels are held in the slots of the pallet by 
small bits of shellac (melted) to hold the jewel to the 
pallet. (Fig. 2.) To loosen the old jewel, its binder of 
shellac will have to be warmed to its melting point with- 
out overheating the pallet. This is done by first heating 
a thick piece of brass or copper called a “‘pallet warmer” 
over the alcohol lamp and then placing the pallet, bot- 
tom side up, upon it. The heat from the metal will warm 
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shown here, must be replaced. 


the pallet sufficiently to melt the shellac holding thi 
jewel. 

An efficient pallet warmer is pictured in Fig. 3, with 
dimensions supplied to aid in its construction. This tool 
is divided into two connected sections. These sections 
are separated so that only one pallet jewel may be 
heated without disturbing the shellac on the other. The 
hole is drilled to prevent the conduction of heat from one 
wing of the tool to the other. Two pointed steel legs (A) 
are inserted to keep the tool from scorching the bench. 

Similar tools are sold commercially and perform their 
tasks fairly well. Unfortunately, many of these are tvo 
thin and lose heat too rapidly, necessitating frequent 


Fig. 2. Small bits of melted 
shellac hold jewels in slot. 
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reheating. Some watchmakers simply use a thick copper 
coin with a handle drilled into it. 

The tool should be heated on one wing only. The 
pallet must not be on the tool while it is being heated 
over the flame. The tool is sufficiently hot when the top 
of the steel legs “A” show the slightest change in color. 
The pallet is then placed, bottom side up, on the tool. 
A sturdy pair of tweezers grasp the pallet fork close to 
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Tick. tock, tick-ick-ick, tock— 
Whoops! Something’s wrong! 


The “ear” of the WatchMaster de- 
tects the slightest deviation from 
the normal ticking of any watch. 
What’s more, it communicates pre- 
cise information to the “drum” on 
which is printed the exact nature 
of any trouble. 


And after the watch is repaired, 





Denar alcte ee 


S80O FIFTH AVENUE 


‘he GC ean 


the WatchMaster counts the beats, 
accurately — (guaranteed to 
1/1,000th of 1%) —and translates 
the total into a 24-hour rate, all 
in 30 seconds. 


No wonder WatchMaster owners © 
are turning out more watch-repair 
work, better work, and naturally 
more profitable work. 


Want to know more? — Simply 
write for the “Profit-plan” booklet. 








WATCH-RATE RECORDER 


AViltawtoil Me Billie a miliilio coe oi tom 


NEW YORK, , 


Distributors of Western-Electric Watch-rate Recorders 
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the arbor while a pointed brass tapered pin is used te 
push the jewel out from the rear as shown in Fig. 4. 
When the old jewel has been removed, all traces of 
shellac should be removed from the slot of the pallet. 
This is done by dipping a clean, pointed piece of peg- 
wood in alcohol and scraping all parts of the empty 
pallet slot and adjacent areas which may show traces of 





Fig. 3. Simple pallet warmer is easy to construct. 


shellac. The pallet is then cleaned in benzine and then 


thoroughly dried. 


SELECTING A NEW PALLET JEWEL 

In replacing a pallet jewel, a knowledge of escape- 
ment theory and practice is indeed helpful. However, a 
pallet jewel may be replaced with satisfactory results by 
following a few simple rules. While both pallet jewels 
may look alike te the untrained eye, they are different 
from one another. They are easily distinguished by the 
experienced watchmaker. This is due to the difference 
in the angles of the front ends of these jewels. 

Pallet jewels are known by their position in the 
pallet. In practically all lever watches, the escape 
wheel turns clockwise, noted from the “dial-down,” 
movement-side-up position. The pallet itself has two 
wings or arms. The jewels extend from each of these. 
The escape wheel teeth, in their clockwise motion, first 
drop on one of these jewels and then enter in between 
the pallet jewels, making their exit from the pallet by 










oS 
ip 

iP 
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Se Se Fig. 4. The pallet, 
held by tweezers, 
is placed bottom 
up on heated warm- 
er and a pointed 
brass taper pin 
is used to push 
jewel from. slot. 





dropping off the opposite jewel. Therefore the jewels 
are called “entrance” and “ezit’”’ jewels, respectively. 
The entrance jewel is also called the right jewel, and 
the exit jewel, or stone, is sometimes referred to as the 
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left jewel or stone. The terms right and left are applieg 
to the jewels because most watchmakers adjust the pal- 
let looking at the pallet and escape wheel from the bal- 
ance towards the escape wheel. 








ENTRANCE i EXIT JEWEL 
(RIGHT) ” (LEFT) 
JEWEL = 


hs 


Fig. 5. The difference in pallet jewels, shown here both 
in and out of pallet, is indicated by comparative angles. 


* In F ig. 5, the pallet is pictured with an escape tooth 
locked against the entrance (or right) pallet jewel. The 
jewels are also shown removed from the pallet and their 
differences indicated by the comparative angles of each. 

Where the sample is present, its thickness may be 
noted. The new jewel should be thick enough to fit the 
pallet slot snugly. A jewel that is too thin will not give 
the proper escapement action. This may also cause the 
jewel to shift in its slot and introduce other faults detri- 
mental to efficient timekeeping. 
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Fig. 6 In matching a new jewel to old one, sides should 
form straight line with ends against each other as shown. 








If a replacement is needed for the entrance pallet, it 
should be one whose lifting angle is not as great as the 
lift angle of the exit stone. Conversely, an exit jewe! 
when being replaced should have a greater angle than 
the entrance jewel. Figure 6 concerns itself with the 
methods used in matching the jewels for similarity of 
lift angles. In this picture, A! is the sample jewel. A” 
is the replacement. To test it for lift surface, the re- 

(Please turn to page 400) 
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LYRIC: SA-14 
The Sentinel minicture self-starting Elec- 
tric Alarm Clock with the 1-2-3 alarm. 
Silver plated metal case, easily read nu- 
merals. Only 414" high. Retails at $4.95. 
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AUTOCRAT: PW-12 

The new Sentinel Pocket Watch. A chro- 
mium plated beauty with outside black 
enamel numeral dial. Has modern, red, 
dial type second indicator. Retails at $2.50. 
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CAMEO: WW-123 


The ultra smart new Sentinel Wrist Watch. 
10 kt. rolled gold case, stainless steel 
back. Raised numeral dial. Pigskin strap. 
Clear view convex crystal. Retails at $7.95. 
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MURAL: SK-13 
The Sentinel modern design electric self- 
starting Kitchen Clock. Easy to see, easy 
to keep clean; 5°’ white dial, convex glass, 
convenient bottom set. Retails at $4.50. 
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SULTAN: 30H-MO-11 


The Sentinel One Day Alarm Clock with 
single winding key for time and alarm. 
Watch-type escapement with electroni- 
cally poised balance wheel. Smart black 
metal case, nickel trim. Retails at $3.25. 
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ARLINGTON: $D-136 
The new Sentinel wood-case electric self- 
Starting Desk or Table Clock. Beautifully 
grained walnut case. 6" high. Motor com- 
pletely sealed in oil. Retails at $12.50. 
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Sentinel Advertising Reaches 
27 Million People a Month 
To Back You Up 


The full pages in LIFE and THE SATURDAY EVENING 
POST which began in March—one of which is illustrated 
above—are the beginning of a continuous national adver- 
tising campaign for Sentinel Clocks and Watches. 

The present demand is so great that current sales are 
on an allotment basis, but production is increasing every 
day in the big Ingraham plant. 

These reliable clocks and watches are sensibly priced, 
sold under Fair Trade Agreements, with liberal margin 
of profit. See your distributor. 

THE E. INGRAHAM COMPANY 
Bristol, Connecticut Established 1831 


In Canada — 
The Ingraham Canadian Clock Co., Ltd., Toronto 













Prices subject to 


change and ex- 
clustve of taxes. 
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Reg. U. S. Pat. Off. ) 


CLOCKS AND WATCHES 
“Guard Your Trecious Sime” 
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Beat WASHER—Is there anything wrong with 
using dial-washers to keep watch hands from 


tangling each other? Some condemn these washers; but 
why, as long as they do the trick? (Question No. 5935) 


N.L.S. 


Answer—Even though washers may mostly keep 
hands turning in place, sometimes they do not; they 
are not dependable. Besides, any use of washers is a 
confession that the watchmaker has seen and has not 
corrected some fault in the fitting of parts of the dial- 
train; washers are at best a makeshaft. It takes very 
little time for a competent workman to even make a 
new hour-wheel pipe, and this is the most that would 
have to be dune. to correct end-play and side-play of 
pipe on cannon-pinion, to give the hour-hand its proper 
motion around the dial. This also assures safe action 
of hour-wheel teeth in minute-wheel pinion, which is 
not assured when dial washers are used. 


OSITION ADJUSTING—Am not a watchmaker 

but a research laboratory man, and interested in 
watches in an amateur way, I read J.C.-K. regularly, 
this department especially, and what strikes me oddly 
is that hardly ever is there a question answered about 
adjusting to positions, which I consider the most in- 
teresting thing in watch-work. Lately I have had some 
fun, having my watch set here and there, and asking 
watchmakers questions about position adjusting. Usually 
they are “‘stuck.”” Isn’t a watchmaker expected to know 
about adjusting? And able to discuss the theory? (Ques- 
tion No. 5936) L. R. 

Answer—wWe would answer the question about why 
there are so few questions answered about position ad- 
justing here, by pointing out that we just answer ques- 
tions that are received as well as can be done by mem- 
bers of our staff, without having control over sub- 


898 


| 
v 


QUESTIONS 
AND 
ANSWERS 


scribers’ choice of subjects. But perhaps a reason for 
so few queries on position adjusting is in the nature 

of the subject itself. Let us say that success in adjust- 
ing does not depend as much upon purely theoretical 
knowledge as upon individual judgment and skill; a 
judgment possessed by the workman for solving prob- 
lems involving many interrelated factors that can be 
seen as a whole only by studying numerous aspects of 
performance and condition of some particular watch dur- 
ing a long period of time. This kind of judgment is 
developed only through long experience, much more so 
than by studying theory, whatever theoretical knowl- 
edge a workman may have. It is safe to say that some 
excellent adjusters couldn’t give you glib answers to 
many a question that you could ask. In any case, a 
better test of a watchmaker’s ability would be to give 

him your watch to put in order, then judge him by the 
timekeeping performance of the watch. 


WISS MARKING—What does “Cal. 190” mean, 

stamped on a plate in a Swiss alarm clock? Also, 
who imports a Swiss watch marked “Angelus Watch 
Co.?” (Question No. 5937) P. T. 


Answer—The term “Cal. 190” refers to the manu- 
facturer’s design, or “model” as would be said in Ameri- 
can terms. This is derived from the French verb cali- 
brer, meaning to measure, and by usage it expresses the 
idea of a design for a watch or clock movement. 

In none of our lists of trade-names of Swiss watches 
is “Angelus Watch Co.” mentioned, nor can we find 
it in directories we have of manufacturers of watches 
in Switzerland. We will say, however, that these trade- 
names on Swiss watches often do not mean names of 
manufacturers. They are sometimes applied only to 
one lot of watches, and used only for a short time, by 
some exporter, importer, wholesaler or even big re- 
tailer, of Swiss watches. There are thousands of them 
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AMERICA’S FINEST ALARM CLOCK! 


Without doubt, the Lux Chilton is 
the outstanding alarm clock in the 
Lux line. Gracefully streamlined 
from delicate hands to widely 
sweeping pedestal, it has a baked 
synthetic enamel finish that will 
never peel or chip... is too tough 
to scratch easily. 


Its metal dial has large, bold 
numerals that can be easily read 
from a room’s length away. And 
the precision Lux movement, as 
painstakingly engineered as a fine 
watch, gives years of accurate 
service. 


4%” wide — 5%” high 
Colors: Ivory or black. Base trimmed 
with polished metal strips. 
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that have been in use too temporarily to find their way 
into lists of “makes” of watches and this watch of yours 
may be a case of this kind. 

¢ 


poLeace examine enclosed photographs and copy 

of lettering on dial of this old clock, which while 
smudged seems to read “Isaac Grotz.”’ The works are 
roughly made, but the owner thinks the clock valuable, 
because he says the rough work proves it to be very 
old. Can you give us anything on age of the clock? 
(Question No. 5938) C. W. L. 


Answer—The photographs and your sketch of in- 
scription on dial, seem sufficient to prove that this is 
a clock that was made by Issac Grotz, who was in busi- 
ness in Easton, Pennsylvania, between 1810 and 1838. 
Your description of the workmanship and the photo- 
graphs satisfy. us as to the above identification of the 
maker of the clock. A known characteristic of Grotz’s 
work is sturdiness of construction but a lack of high 
craftmanship in the form and. finish of the parts of 
his movements. So we believe the clock must have been 
made between 1810 and 1838, so that it is between 108 
and 136 years old. On these clocks it is impossible to 
quote anything like a market value; this always de- 
pends upon circumstances of the sale, such as whether 
many bidders are there, and such things as whether 
several descendants of an earlier owner of the clock 
are in competition to buy it. We do think, however, 
that the rather crude-looking design of the case, as 
far as this appears in one of the photographs, would 
tend to lower the price that could be realized, unless 
the “ancestral” element is present in a sale. 


EPLACING SPRING—Is there some little trick 

for keeping the T-end of mainspring or double-brace 

in place while pushing spring into barrel? This is al- 
ways troublesome for me. (Question No. 5939) B. T. 


Answer—Probably you select the winder-barrel a 
little too large for the case in hand. Choose a diameter 
of winder-barrel by trying it in the watch barrel before 
winding in the spring; the winder-barrel should go 
inside the other one, with a little freedom or “side- 
shake.”’ Wind in the spring, letting the outer end project 
through the slot; place everything inside the watch 
barrel; engage the T or the hook; then push out the 


spring. 


B PMASEEEN ING—Back of a question I am asking, 

is something important to every jeweler, an answer 
to the old problems of how to make clock repairing pay. 
We get in a good many fine grandfather clocks for re- 
pair, our policy being to do very good work on them, 
for which we find customers willing to pay a good price. 
But here is the point: our policy is to give a real “‘sell- 
ing talk’”’ when we quote the price; we take plenty of 
time to explain all the skilled work we put into a job; 
we don’t just say: for fixing your clock, twenty five 
dollars.” Such dumb, lazy, lack of salesmanship is why 
so many fail to make clock repairing pay well. It is 
our business to show the customer all that we will give 
him for his money. Now for something to add to all 
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of this, we want to give the exposed backs of clock- 
plates an attractive finish, say something like is on the 
steel work of bank vault doors, or a larger form of the 
damaskeening on fine old nickel watch plates. How 
could we rig up to do this? (Question No. 5940) 
E. R. C. 


Answer—We think your idea is excellent to help 
show the customer that he is getting for his money 
all that a good price is worth; certainly good business 
psychology is back of your policy. We can suggest two 
ways for giving the backs of clock plates an attractive 
damaskeened finish. You mention the spotting or “pearl- 
ing” seen on bank vault steel-work. This may be done 
with a flexible-shaft tool, using in it a hard felt flat- 
end buff dipped in oil and then in rather fine-grain 
emery powder or other abrasive. HKmery is probably 
the safest because it hasn’t a tendency to imbed in 
metal. Lay a rather thick straight-edged piece of wood 
on the clock plate of L-shaped cross-section for clear- 
ance for the buff, as a ruler to support the handpiece 
of the tool. Press the buff on the plate until it pro- 
duces its “spot’’; move the tool for the next spot, partly 
intersecting the one last made and continue until the 
job is done. A little practice will give you the knack 
of locating the spots for a beautiful over-all effect. An- 
other method, which does not require any special equip- 
ment, is by use of pieces of jewelers’ charcoal. 

Polish the plate bright with rouge buff in jeweler’s 
lathe. Cut strips from a charcoal block with jeweler’s 
saw, having them of the thickness of the block and 
about 14 to 3% inches wide. Lay a thick bar of metal 
as a ruler across the clock plate near the top and with 
one of the charcoal strips against the ruler, rub it to 
and fro against the clock plate. This will produce a 
line-finished strip on the polished brass. Move the ruler 
about an inch from and parallel to the strip just finished 
and repeat to the bottom of the plate. 

Next make another series of these line-finished strips 
at right angels, lengthwise of the plate, across the 
shorter ones. This will give the plate a handsome finish 
with very little work. Variations of it may be used such 
as diagonals instead of parallels to the plate edges. 
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REPLACING A PALLET JEWEL 
(From page 396) 


placement is placed end on end to the sample jewel but 
with the jewels reversed on one another so that thei: 
sides attempt to make a straight line, If the angles are 
exact, the result will be a continuous straight line as 
in A! and A?. B! and B? show that the replacement 
B? has too great an angle and therefore is unsuitable. 
The length of a pallet jewel may be matched by plac- 
ing them side by side so that their entrance corners oF 
short sides touch each other as shown in C?, C*, Fig. 6. 
The length of the replacement jewel should not exceed 
that of the sample. This precaution is noted because a 
jewel that is too long causes the escape wheel to lock 
too deeply upon the pallet, taking motion from the 
balance and affecting the lock upon the opposite pallet 
as well. This seriously prevents accurate timekeeping. 
(To be Continucd) 
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rials that have always gone into New Haven 
products will be maintained at all times, as it has 
been for the past 130 years. 

New Haven products are now Fair Traded for 
both wholesalers and retailers. 























The demand for our watches and clocks still 
far exceeds our production capacity. However, 
we are doing everything possible to step up 
production. 

The skilled craftsmanship and excellent mate- 
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POCKET WATCHES. New Haven pocket “HALO” ALARMS. New Haven’s exqui- WRIST WATCHES. New Haven wrist 
watches are traditionally good value; site new spring-wind, 30-hour alarm, in Watches are sturdy, well made, reliable. 
a sturdy, reliable “work-watch,” thriftily ) In chrome-plated, stainless-steel back, 


priced so everyone can afford one.In nickel _ eae retails for $7.50 plus tax; in beautiful 
plate, retails for $2.50 plus tax; in beau- Clock is 3/4 inches high. Luminous hands color of natural gold, stainless-steel back, 


tiful color of natural gold $4.50 plus tax. and numerals. Retails for $7.95 plus tax. jewelled movement, $9.50 plus tax. 


ivory finish case. Modern beauty of design. 








THE “VITAL NERVE CENTER” is famous New 
Haven compensating hair spring which makes 
New Haven watches and clocks keep better time 
through wide variations in temperature which 
affect ordinary steel hair springs. No other 


watch or clock in low price field can offer this 
remarkable compensating hair spring: it is a 
patented exclusive New Haven feature. Result: 
New Haven clocks and watches are more accu- 
rate, day in, day out. 


THE NEW HAVEN CLOCK uno WATCH 
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COMPANY 


THE RIGHT TIME 





SINCE 1817 


NEW HAVEN 4, CONN. 
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Manufacturers’ News 








Marvella June Promotions 
Feature Special Packages 
For Graduates and Brides 





Aware of the importance of June 
wedding and graduation business, and 
doing something about it, is Marvella 
simulated pearls. As a bridal promotion, 
retailers are being offered a _ special 
ready wrapped gift package for brides, 
bridesmaids and matrons of honor, 
which contains a handsome single strand 
of Marvella simulated pearls, enclosed in 
a clear lucite box, tied with white satin 
ribbon and decorated with a small spray 
of bridal flowers. The gift, complete, will 
retail for $18. 

The girl graduate who also represents 
a big market for pearls, comes ih for 
her share of attention this June, too. For 
her (whether she is graduate of elemen- 
tary, high school or college), Marvella 
gift-wraps a single strand necklace in a 
cerise suede box, ribbon tied, and finished 
off with a miniature diploma—a special 
gift for a very important occasion. The 
package, complete, will retail for $7.50. 





New Style of Kimberly "Pockette” 


The “Pockette” pen manufactured by 
the Kimberly Pen Corp., Los Angeles, 
is now available in either a silver band 
to retail at $4.95 or a 12K gold-filled 
band at $7.50. Both styles are offered 
in a choice of four colors of barrel 
blue, black, maroon and green. 

The Pockette is so designed as to 
be exceptionally compact when closed, 
and will slip easily into a man’s coin 
pocket or the smallest ladies’ purse. 
Yet when open for writing it is as long 
as the conventional type pen. 

It writes in a choice of colored inks 
which are contained in the cartridges 
that can be replaced in only eight sec- 
onds. The change replaces both the 
point and the ink. However, the pen is 
guaranteed to write for one year without 
re-filling. A choice of blue, red or green 
ink is offered. 

The company is backing the Pockette 
pen with advertising in national maga- 
zines and dealers are being furnished 
with display material and newspaper 
mats. 
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Remington Rand Introduces 
New "Blue Streak" Shaver 


A new line of Remington “Blue 
Streak” electric shavers, backed by a 
$250,000 advertising campaign, were an- 
nounced last month at the company’s an- 
nual sales meeting in Bridgeport, Conn. 

Double page spreads and full pages 
in color will be used in 12 major con- 
sumer magazines, and a substantial co- 
operative newspaper advertising cam- 
paign for Father’s Day will be a feature 
of the campaign. Trade papers and a 
4-color broadside are being used to 
notify distributors and dealers, A new 
counter display case is also being 
offered. 

The sales meetings were addressed by 
Walter E. Chollar, Vice-President and 
General Manager; R, G. Hamann, 
Sales Manager, who presided at the 
meetings; Ralph Fahey, Service Man- 
ager; Herbert Simpson, Advertising 
Manager; and Carl Williams, account 
executive of the company’s advertising 
agency, BBD & O, who outlined the ad- 
vertising and promotion plans. 





Ingersoll's Art Contest 
Draws Huge Entry List 





More than 120,000 entries have been 
received from high school students all 
over the country, Hawaii and Canal 
Zone, in this year’s Ingersoll art con- 
test sponsored by the United States 
Time Corp. 

Comments Walter S. Maas, Executive 
Vice-President and Treasurer of Dor- 
land International Advertising Agency, 
who has supervised promotional activi- 
ties, in connection with the selection of 
the winners, “Not only was there a 20 
per cent increase in entries since last 
year, but the calibre of work was im- 
measurably improved. I was most im- 
pressed by the freshness and inspiration 
displayed in the paintings and the fact 
that they did not seem to be subjected 
to any special school. The jury was 
very open minded about the choice of 
work and had no preconceived ideas. 
Real talent was their only consideration.” 

Mr. Maas is shown in the photograph 
above examining some of the entries. 
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White and Wyckoff Merchandiser 
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A series of attention-getting display 
fixtures in a variety of styles and sizes 
to meet the needs of every store that 
handles greeting cards has been created 
and is being currently offered by White 
and Wyckoff Mfg. Co., Holyoke, Mass, 

Pictured above is the “Giant” Floor 
Merchandiser which is offered in com- 
bination with an assortment of 4452 
cards in 371 different designs covering 
every conceivable occasion except the 
seasonal events like Christmas, Easter, 
etc. The assortment includes cards for 
birthdays, anniversaries, engagement, 
wedding, and baby congratulations, cards 
to express sympathy, to say thank you, 
or to accompany gifts. 

Prices range from five to twenty-five 
cents per card, and the assortment has a 
total retail value of $600. Cost of thé 
complete deal is $431.50 including the 
cabinet which of course becomes the 
store’s property, so that on future orders 
only cards need be bought, thus yielding 
a much higher margin on re-orders. 

The original deal provides the retailer 
with a complete greeting card depart- 
ment including both stock and fixtures, 

The cabinet measures 5214 __ inches 
wide, 25 inches in depth from front to 
back, and 7314 inches in height to the 
top of the canopy at the back, which 
conceals a built-in fluorescent lighting 
unit that illuminates both the cards and 
the sign and directs attention to the 
display. 

Other merchandiser fixtures are also 
available in a variety of sizes with stocks 
of cards suitable to each. They include 4 
small fixture with an assortment of 1140 
ecards in 95 designs, a somewhat larger 
one with 1728 cards in 145 different 
styles, and an intermediate model with 
2304 cards in 192 different numbers. 

All of them include the built-in 
fluorescent lighting feature, and all are 
supplied on equally advantageous deals, 
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BAXTER is a sleek, modern clock. It has a hand-rubbed solid mahogany case with highly 
polished brass side-pieces, sash and base. The streamlined appearance of the whole clock is 
emphasized further by the rectangular dial in light ivory and brushed silver, with distinguished 


numerals and hands in black. 


LEE combines beauty with utility. It has an 
ivory-colored plastic case topped with dec- 
orative brass ‘“‘push-pull”’ finial. Pull it up 
—the alarmis on. Down—alarm is off. 
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Seth Thoma 
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Look closely at these two. ‘They're modern 
thoroughbreds . . . attractively designed to 
appeal to buyers of fine merchandise. 


BAXTER is a beautiful Seth Thomas* oc- 
casional clock. An attention-getter... 
modern. Ideal for the businessman’s desk 
...@ cabinet...bookshelf or mantel. A 
perfect gift. Stands 4 3/16" high; 8 1/2" 
wide; 2 1/4" deep. Retail, $25.00, tax extra. 


LEE offers a truly new note in alarms. It’s 
a decorative clock... distinctive and grace- 
ful. Measures 43/4" high, 51/4" wide, 
1 7/8" deep. Plain dial, light tan, brown 
numerals and hands. Retail, $5.95. 
Luminous (illustrated), $6.95, tax extra. 


Both clocks are self-starting electrics 
with precision-built motors of the typical 
fine quality that has made famous the 
name ‘‘Seth Thomas.” 


Clocks such as these—like every Seth Thomas 
model—take time to make, and the finest of 
materials. But every day more and more 
clocks are being shipped in a wider selection 
of models. Perhaps a specific model may not 
be in your wholesaler’s stock at the moment 
... however, more generous quantities of all 
fast-selling Seth Thomas clocks will be avail- 
able as time goes by. 


We're continuing for the present our prac- 
tice of allocating our entire output of clocks to 
wholesalers. This, we believe, is a fair method 
of distributing the clocks available. Whole- 
salers are following much the same plan... 
equitably and quickly distributing all the 
Seth Thomas clocks they receive. Seth 
Thomas Clocks. Thomaston, Conn. 


Seth Thomas 


Te feel vearsze in clocks 


A Product of GENERAL TIME Instruments Corporation 


*Seth Thomas is Rez. U. S. Pat. Off. 
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For Those Who Don't Want 
A Ball-Point Pen 





So much publicity has been given to 
ball-point pens in recent months that 
sometimes the conventional type of foun- 
tain pen seems to be almost forgotten, 

Nevertheless there is a substantial and 
continuing market for the variety which 
was the only kind of fountain pen 
for so many years, and the Eberhard 
Faber Co. is not neglecting it although 
it is also one of the foremost makers 
of the ball-point type. 

Featured in a current Eberhard Faber 
bulletin are several attractive deals for 
the retailer who does not want to lose 
this important part of his potential 
fountain pen sales. 

Pictured above is the counter display 
fixture offered with assortment number 
431 which includes 16 conventional 
“Permapoint,” 20 mechanical pencils, 8 
renewal units fur the pens. The dis- 
play is in two tone light and dark wood 
with a glass front in which samples of 
both pens and pencils are arranged in 
a tray that lifts out from the rear per- 
mitting the sales person to present the 
contents for the customer’s handling and 
closer inspection. 

Retail value of the assortment which 
is shipped in a substantial container 
along with the fixture is $46.40, and is 
priced to yield the standard retail mar- 
gin. 





Barnes to Represent Becken 
in Texas and Oklahoma 


F. G. Barnes has been appointed rep- 
resentative for the A. C. Becken Co., 
large Chicago general-jewelry whole- 
saler, for Oklahoma and part of Texas. 

Mr. Barnes has had many vears of 
experience with one of the medium- 
sized, wholesale jewelry houses, and has 
also traveled for a specialty house, so 
has a general knowledge of what retail- 
ers want and need. 

He will make his home in Dallas, 
Texas, in order to be in position to 
service retail jewelers in Texas and 
Oklahoma at all times, 
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Unique New Alloy Now Used 
In All Hamilton Hairsprings; 
Said to Offer Many Advantages 

Hairsprings of a new alloy for which 
some revolutionary advantages are 
claimed, have been introduced by the 
Ifamilton Watch Co., and are now being 
‘:ncorporated in every Hamilton of every 
size, model and grade. 

The new material which has_ been 
named “Elinvar Extra,” is an  out- 
growth of an improvement upon the 
standard Elinvar material, first intro- 
duced by Hamilton in its railroad grade 
watch in 1941. Elinvar was at that time 
outstanding as a hairspring material, 
but Hamilton engineers and researchers 
felt that something even better could be 
devised, and continued their research ana 
experiments. All told, these have now 
been going on for 15 years and “Elinvar 
Extra” is the final outcome. 

The new spring is stated to be im- 
pervious to variations caused by tem- 
perature, particularly “the middle tem- 
perature” error characteristics of the 
bi-metallic balance wheel and steel hair- 
spring. Elasticity is stated to increase, 
rather than decrease with a rise in tem- 
perature, thus providing maximum 
spring resiliency; exceptional isochronal 
properties are provided; and the new 
spring is stated to greatly simplify the 
problem of position adjusting. 

“Elinvar Extra,” like its precedessor, 
“Elinvar,” is, of course, non-magnetic, 


rust-proof and retains a permanent 
mirror finish. 
Every step in the manufacture of 


“Klinvar Extra” hairsprings, from the 
raw material to the forming, heat-treat- 
ing and collecting of the finished spring 
is performed in the Hamilton plant, 
to provide complete control of quality. 





Leonard Joins Swank, Inc. 
As Jewelry Merchandise Mor. 


FLOYD LEONARD 





Floyd Leonard has been named jewelry 
merchandising manager for Swank, 
Inc., announces J. Carlton Bagnell, 
executive vice-president. Mr, Leonard, 
who resigned recently as superintendent 
of operations of the William L. Gilbert 
Clock Corp., Winsted, Conn., has been 
in the jewelry merchandising field for 
20 years. He served as buyer of jewelry, 
watches and clocks for Montgomery, 
Ward & Co., for 14 years and during 
the war was the first administrator of 
the jewelry section of OPA and later 
head of the watch division of WPB. 





Wolfsheim & Sachs, Inc., 
Becomes The Mautner Co., Inc. 
Management Remains Unchanged 


To make the name of the corporation 
more representative of its ownership 
and management, the board of directors 
of Wolfsheim & Sachs, Inc., has voted 
a change in the corporate name to The 
Mautner Company, Inc., to become 
effective May 1, 1947. 

Jesse J. Mautner, who was president 
of Wolfsheim & Sachs, Inc., continues 


JESSE MAUTNER 





aS president of The Mautner Company, 
Inc. No changes other than the one in 
name were made. The personnel and 
policies of the 59-year-old jewelry box 
and display house remain the same. 
Offices and showrooms will be maintain- 
ed at the same address as heretofore, 20 
West 47th Street, New York, and the 
present factories in Buffalo will be con- 
tinued. 

The change in name to The Mautner 
Company, Inc., was foreshadowed by the 
retirement in 1946 of the stock interest 
of the estate of the late Sylvan Wolf- 
sheim and the acquisition of all outstand- 
ing stock by Mr. Mautner. 

The Mautner name has been identi- 
fied with this well known jewelry box 
and display manufacturer for more than 
a half century. Mr. Samuel Mautner, 
father of the present president of the 
firm, joined the company at an early 
age and eventually acquired a major 
interest. Jesse Mautner joined Wolf- 
sheim & Sachs in 1929 and was elected 
a director and sales manager in 1934. 
His talents for producing sales-stimu- 
lating boxes, platforms, trays and dis- 
plays were an important factor in the 
extraordinary growth of the firm to a 
prominent position in its field. 

“There are many important innova- 
tions in our plans for the immediate fu- 
ture,” said Mr. Mautner, “innovations 
which I hope will help provide jewelers 
with ever better values in boxes and dis- 
plays, and we shall continue to work 
closely with jewelers in the planning and 
modernization of their stores.” 


Helbros Watches Now Fair Traded 


As of April 1, in order to insure fair 
profits to all Helbros dealers, all Helbros 
watches were placed under Fair-Trade 
contracts, in all states which have Fair 
Trade contract laws, says William Hel- 
bein, President of the Helbros Watch Co. 

Under Fair Trade contracts, minimum 
retail prices below which prices may 
not be cut, are binding upon all retailers 
in the states concerned. 
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Gifts that mark time for a lifetime 


Gift ideas your customers will welcome — 
these handsome, silent, right-to-the-minute 
Telechrons ... Musalarm — it’s a radio—a clock — 
a musica] alarm. You pre-set the alarm and pre-select 


Alem cohitela iene late Miolalnial-tmele) mh isl-tm cele lloMlelelsl-.mlela mnie 


awaken you to music. Retails at $39 


Slightly higher in the Far West 


“5 Lae 
SRS 
CxS 4 


, 
AIRLUX — se/f-starting electric alarm. 
Crystal-clear Plexiglas. Numeral band 
go/den metal. Retails at $25. 





TELALARM — se/f-starting electric 
alarm. Bell alarm, /uminous hands and 
dial. Ivory colored plastic. Retails 


at $6.50, 


MINITMASTER — electric kitchen clock 
and timer. Set from one to 60 minutes. 
Plastic, in red, green, ivory. Retails 
at $6.95, electric living room clock 
American design. Mahogany in- 
laid case. Retails at $17.50: 


KNICKERBOCKER — se/f-starting 


Early 








U.S. PAT. OFF THE FIRST AND FAVORITE 
ELECTRIC CLOCK 


omen on ok on G. 


° All prices PLUS TAX (excep? REG 
Musalarm)—prices and specifications 
subject fo change without notice. ELECTR 
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Parker Pen Announces New Items 





Pictured above is the new Parker 
“VS” fountain pen which is now reach- 
ing the retail market in rapidly increas- 
ing quantities. 

Featuring a new “Micro-smooth” 14K 
point, the “VS” pen is said to maintain 
constant adjustment and even flow of 
ink regardless of the owner’s writing 
angle. Metallurgical laboratories at the 
company developed the new point which, 
by means of a “high frequency” weld, 
seals an extremely smooth point on the 
tip, An improved gold alloy used in this 
point is claimed to be exceptionally re- 
sistant to corrosion. 

The new pen also requires only two 
strokes of the plunger for filling, and 
has a scratch-proof plastic barrel which 
comes in four different colors: black, 
biue, gray and rust. 

Parker “Writefine” pencils matching 
the “VS” pens and using new thin leads 
of double strength have also been intro- 
duced recently. The Parker “VS” pen 
retails at $8.75 and the pencil at $4. The 
set is attractively packaged and priced 
at $12.75. The “VS” pen is also avail- 
able with a gold cap at a retail price 
of $10. 

Alsuv announced by Parker is a new 
ink called “Superchrome” for use in the 
Parker “51” pen. It is said to dry in- 
stantanecusly by penetration into the 
paper instead of by evaporation, and 
therefore, to retain its clear legibility as 
long as the paper lasts. 

All of the new products will be 
aggressively promoted with a large-scale 
advertising campaign, 





Gruen to Increase Ad Campaign 


In order to create the greatest possible 
point of sale demand for its watches, 
the Gruen Watch Co. has increased its 
spring magazine campaign by 50 per 
cent over its largest previous effort. 

The campaign includes three different 
types of ads featuring Gruen Veri-Thin, 
Gruen Curvex and the general gradua- 
tion ad. Media to be used will include 
several of the largest national maga- 
zines, and the Sunday supplement sec- 
tions of metropolitan newspapers in 
major cities, 

The publication advertising is backed 
up with tie-in point of sale material in- 
cluding numerous newspaper mats for 
each ad, car cards, window displays and 
direct mail material. 
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Personalized Jewelry for Women 
Added to Couronne Line 


Couronne Jewelry Co., Inc, 42 John 
St., New York, has introduced a new 
line of personalized women’s jewelry as 
an adjunct to its line of tieclasps and 
cuff links for men. 

Like the men’s items, the women’s pin 
and earrings are highly individualized 
with heavy block initials. All of the de- 
Signs are patented, Because the _ in- 
dividual monograms are made up to 
order, a single sample of each item to 
show the style is all the stock that is 
necessary—an admirable factor from the 
retailer’s standpoint in view of present 
efforts to hold down inventories. 

All items are available in both 14- 
karat and gold filled qualities, and are 
priced to yield Keystone mark-ups. 

Several exclusive sales territories are 
still open since the firm has recently 
realigned its distributive set-up in order 
to insure maximum service to retail out- 
lets throughout the country. 





Noyes Elected V. P. of Oneida, Ltd. 


HARLEY H. NOYES 





At the annual stockholders meeting of 
Oneida, Ltd., held last month at Oneida, 
N. Y., Harley H, Noyes was elected vice- 
president in charge of advertising. Mr. 
Noyes, who had been director of sales 
and merchandising of the Community 
Division, Oneida, Ltd., became director 
of advertising of the parent company 
on January 1, 1947. 

Mr. Noyes has been a member of the 
board of Oneida, Ltd., for 25 years and 
a member of the executive committee for 
10 years. 





Window Display Contest 
For Rex Compacts 


Rex Products Corp., manufacturers of 
Rex Fifth Avenue compacts and ciga- 
rette cases, has announced a nation-wide 
window display contest on compact 
windows featuring the spring °47 line of 
Rex Compacts. Twenty four prizes 
totaling $2,500 will be awarded. 

The contest is being conducted for 
point-of-sale impact and sales momen- 
tum, in conjunction with Rex’ spring 
national advertising campaign. Two 
groups of compacts will be featured— 
“showpiece Compacts” and “Floral Treas- 
ure” compacts. An extensive trade paper 
campaign is also being utilized and 
stores are being given display material 
for window tie-ins with the national 
advertising. 








Announces New Clement Lathe 
For Watchmakers and Jewelers 
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A new watchmakers’ and jewelers’ 
lathe made by W, B. Clement is now 
available to the trade through whole- 
salers, with national distribution being 
handled by B. Jadow, Inc., New York, 
It is priced at what is believed to be the 
lowest figure for which a Clement lathe 
has been sold. 

The lathe has a 12-inch bed, 3.94 inches 
swing and measures 4 inches between 
centers. It is fully nickeled and the bed 
is hand finished. The spindle and bush- 
ings are made of hardened tool steel. The 
bearings are ground and lapped and 
fitted with capped oil reservoirs. It is 
equipped with a draw-in spindle at the 
headstock and takes standard chucks 
up to No. 50, The design of the tail- 
stock allows free and easy hand move- 
ment when working with attachments. 
Both tailstock and _ headstock are 
equipped with shoe bolt and nut for 
easy slide adjustment on bed. ‘The 
headstock for the large chucks is inter- 
changeable with the regular headstock 
on the Clement lathe. 

Of special interest to clockmakers is 
the fact that the regular headstock is in- 
terchangeable with the headstock for the 
largest chucks which will take stock up 
to 7/16 in. 





Guarantee Folder Given 
With Victoria Simulated Pearls 


Victoria Peari Company, Ltd., a divi- 
sion of S. Nathan & Company, Inc., 610 
Fifth Ave., has brought out a guarantee 
folder to be enclosed in all boxes in 
which their simulated pearls are sold. 
Victoria simulated pearl necklaces are 
advertised as “Victoria, Queen of Hand- 
made Pearls” and are sold in permanent 
use jewel boxes that contain space for 
the customer’s own jewelry. The guaran- 
tee folders, printed in black on white 
with gold trim, carry a registration num- 
ber for each necklace sold and act as a 
written guarantee of satisfaction to the 
customer or recipient of these quality 
simulated pearls. 





Puchkoff Opens N. Y. Office 


P. Puchkoff & Sons, Inc., “packaging 
specialists,” Brooklyn, announce the 
opening of a sales office at 10 W. 47th 
St., New York. 

Sol Fink, who has had wide experience 
in the jewelry field, is in charge of the 
company’s complete line of transparent 
and covered jewelry boxes, 
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"THE OLD RELIABLE” 
WESGO PLA TING OUTFITS He expects it to keep good time. 


You can't go "Wrong" on the time-tested Wescos. Twenty 
years of constant improvement have made our present models ° ' 
the finest platers designed especially for jewelers use. He expects it to last for years 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all He expects it to stand up under 


electroplating, stripping and coloring processes. . 
; ; moderately rough treatment. 
Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. He expects it to ring vigorously 


WESTERN GOLD & PLATINUM WORKS sialic eatoaiaaditat 


589 Bryant Street @ San Francisco 7, Calif. 











He expects it to be smart but not 
extreme in style. 


He expects it to be reasonably 
priced. 
7a 


. . . And, for once, Mrs. J. Q. 


REPDAITI R Public agrees with him. 
SERVICE kk *& 


GILBERT alarm CLOCKS 




















¢k You can save money and save time 
by letting us do your FULFILL THOSE EXPECTATIONS 
WATCH REPAIRING 
unconditionally guaranteed * 
You'll like se ee — 
service ... and our wate 
repair feature. Ash your whalhieaiiis 











MAIL US YOUR | 
IWATCH REPAIRS 


Save time ... save money .. . eliminate 
the watch repair headache. 





Serving the industry since 1922 THE Wo. L. GILBERT CLOCK Corp. 


WATCH REPAIRS ONLY Clock makers to the nation since 1807 
WINSTED, CONN. 


N A T { © a A L Laconia, N. H. 
| WAT CH REPAIR SERVICE 551 Fifth Avenue 141 W. Jackson Blod. 
150 NASSAU ST., NEW YORK 7, N. Y. New York 17 Chicago 4 




















FOR May, 1947 407 











LEVITZ MODERNIZES SHOWROOMS 





The showrooms and offices of Ira Levitz, wholesale jewelers, in Buffalo, N. Y., have 
recently been completely redecorated at a cost of $20,000. 

The walls have been processed to give a marbleized effect and glass blocks were used 
on one wall to reflect more light. The ceiling has been sound-proofed and fluorescent lights 
installed. The carpeting and the velvet draperies which hang on the display windows are 


in a rich plum color. 


Floor cases and wall cases are of bleached oak with sliding glass doors, and one of the 
cases is suspended from the ceiling. A Hollywood staircase leads to the bookkeeping de- 


partment located on a balcony. 


Mr. Levitz’ special pride is a convenient walk-in vault with 150 square feet of floor space 
which he designed and had specially built. One wall of the vault is completely lined with 


metal racks which hold one inch sample trays. 








Stone & Co. Broadens Ring Line 


Embarking on a policy of rounding 
out an already diversified line with the 
addition of several higher priced lines 
in marquise and emerald cut diamond 
rings, Stone & Co. is now offering what 
they believe to be as complete a selection 
of diamond set rings and wedding rings 
as can be obtained from any one source 
in the industry. 


In business for many years, Stone & 
Co. has always prided itself upon the 
excellence of its design, craftsmanship 
and all around quality. All rings are 
made of 14 or 18Kt. gold or 10 per cent 
iridium-platinum. 


Feder Joins Parker Watch Co. 


Appointment of Norman Feder to the 
Parker Watch Co. sales staff has been 
announced by A. I. Parker, president of 
the company. 

Well known in the jewelry trade, Mr. 
Feder has been particularly closely asso- 
ciated with the watch and watch attach- 
ment business. His most recent connec- 
tion was with the Flexlet Bracelet Co. 

Mr. Feder will cover the Middle 
Atlantic states, and is now making his 
first trip through this territory. 
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Zippo Lighter Fluid is*Back 
in a New "Belled Spout" Bottle 


Zippo lighter fluid is now available in 
an entirely new dispenser, which it is 
claimed will pour smoothly with no gush- 
ing or “lazy drip” and fills the lighter 
quickly without spilling. 

Zippo fluid in the new filler bottle 
sells at the same pre-war retail price of 
25 cents. Regular discounts prevail. 

Shipped 24 four-ounce bottles to the 
carton, Zippo pays half the shipping 
cost. It is recommended that orders be 
placed early as supply is limited. 


K & K Moves to Larger Quarters 


George Kopit, New York representa- 
tive of Kotler & Kopit, Inc., of Paw- 
tucket, R. I., announces the removal of 
the company’s New York showrooms 
to a larger suite in their present build- 
ing at 803 Fifth Ave. This expansion, 
says Mr. Kopit, is a natural outgrowth 
of the company’s return to consumer 
production and an active post-war sell- 
ing program, heightened by the new 
national advertising campaign. The 
larger showrooms, attractively decorated 
in modern design, will feature the com- 
pany’s offerings in compacts, cigarette 
cases, and pill boxes. 





Elgin on Nation-wide Television 


For the first time in the history of 
commercial television, says Gordon 
Howard, advertising manager of the 
Elgin National Wafch Co., an American 
watch manufacturer has signed con- 
tracts for coast-to-coast telecasting, 

Spot announcements for time signals 
at intervals during televised events have 
been purchased through June of this 
year, Mr. Howard states, for stations 
in Chicago, Los Angeles, New York, 
Philadelphia and St. Louis. 


Among the events on which the Elgin 
announcements will be heard are the 
home games of the Brooklyn Dodgers 
over WCBS in New York. All of the 
time purchased is on week-ends and the 
largest percentage of it for sports events, 
since interest in sports is greatest at 
those periods because of greater leisure 
time. 


Big Ad Campaign for G-E Clocks 


The largest clock advertising cam- 
paign in the history of the General Elec- 
tric Company has been announced by 
A, L. Scaife, advertising manager of the 
G-E Appliance & Merchandise Depart- 
ment. Full and half page advertise- 
ments promoting alarm, kitchen and 
occasional clocks will continue to appear 
in leading national magazines. 


The spring schedule starts with ad- 
vertisements announcing the Beau Alarm 
—G. E.’s new low-priced electric clock— 
in Saturday Evening Post, Look, Life 
and Collier’s. The kitchen clock adver- 
tising which has been appearing in 
Ladies’ Home Journal, Women’s Home 
Companion and Cosmopolitan will con- 
tinue. Special full page ads on the 
light-flashing alarm clock—the Beam 
Alarm—will be carried in the Volta Re- 
view and the Hearing News. 


A major campaign in several trade 
journals will back up the consumer ad- 
vertising. 


Flex-Let Opens Dallas Office 


The F. & V. Mfg. Co., Inc., E. Provi- 
dence, R. I., makers of Flex-Let Expan- 
sion Products, announce the opening 
of a new sales office at 1710 Jackson St., 
Dallas, Texas. The new office, set-up to 
serve the Southwestern states, is headed 
by Mr, Leonard R. Lees. 


Operating in conjunction with offices 
in New York, Philadelphia, and Los 
Angeles, the new Dallas office gives the 
Flex-Let Company complete sales cover- 
age in all important jewelry territories. 
Serving Canada for Flex-Let is Arennes, 
Inc., of Montreal. 


Murray Lewis, former captain in the 
A.A.F., has joined the company as sales 
representative in the greater New York 
area. 


ao 


Keystone Silver, Inc., has opened per- 
manent showrooms in the Republic 
Bldg., 209 S. State St., Chicago, and at 
803 Fifth Ave., New York. 
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JEWELERS MACHINERY 


REYNOLDS 







REYNOLDS REYNOLDS 
FOOT POLISHING FLOOR TYPE 
| PRESSES - SCREW 
Crated a PRESSES 
$97.50 *65.00 $325.00 
F.O.B. PROV. F.O.B. PROV. F.O.B. PROV. 
















REYNOLDS REYNOLDS REYNOLDS 
FOR FOR FOR 

POWER DRILL } 4) AUTOMATIC 
DROP 

PRESSES PRESSES / HAMMERS 





Reynolds is YOUR HEADQUARTERS for new JEWELERS MACHINERY AND has 
one of the most complete new-condition stocks of USED MACHINERY available 





anywhere! Send us your inquiries. 


REYNOLDS MACHINERY CO. 


303 EDDY STREET - PROVIDENCE, R. l. 
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ASSURE THE FINEST 
TIME WITH MUSIC 
AND BEAUTY! 


Selchwn 


MOTOREO 


Insisting on the superior and unusual 
in gift and home treasure, discerning 
buyers happily choose Revere Chim- 
ing Clocks. For here are the well 
loved Chimes of Westminster softly 
announcing each quarter hour ; here 
are unsurpassed designs to please 
the most exacting taste; here is the 
modern electric accuracy of the 
famed Telechron Motor. Your re- 
quest will bring a catalog that 
presents the whole appealing line. 












THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 
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Electronics To Sell Silver 





William T. Hurley, Jr. (left), Advertising 
Manager of Reed & Barton, has Frank Libby 
give a self-demonstration of the Reed & 
Barton "Electronic Sterling Silver. Sales- 
man." Mr. Libby is Manager of the well- 
known Boston jewelry store, Smith Patter- 
son, where the unusual motion-sound dis- 
play was given its successful first showing. 


Electronics, plus smart showmanship, 
have been combined by Reed & Barton 
to produce a highly dramatic and effec- 
tive display of sterling silver flatware. 

Smith Patterson, one of Boston’s lead- 
ing jewelers, were the first in the coun- 
try to exhibit the new Reed & Barton 
“Electronic Silver Salesman” which was 
featured at their Summer St, store last 
month. The display received an enthu- 
siastic reception, according to reports by 
Frank Libby, manager of the store to 
William T. Hurley, Reed & Barton’s 
Advertising Manager. 

The “Electronic Silver Salesman” goes 
into action when a customer pushes a 
button, and with the aid of lights, mu- 
sic and sound-track voice, shows Reed 
& Barton flatware patterns highlighted 
against a rich background that brings 
out the full beauty of each design. The 
electronic “voice” gives a brief historical 
sketch and description of. the patterns 
as they are shown. This good-looking, 
easily operated silver display is an add- 
ed attraction to any store, and serves 
as a means of stimulating silver flatware 
sales. At the conclusion of the two-min- 
ute electronic display, customers are in- 
vited to ask store salespeople for fur- 
ther information. 





Swank Absorbs Criterion Leather 


Swank, Inc., manufacturers of men’s 
jewelry and accessories, has announced 
the absorbing of Criterion Leather 
Products, Inc., into the Swank organiza- 
tion. Criterion, located at Taunton, 
Mass., will produce the company’s line 
of men’s wallets, belts, key cases and 
pocket secretaries. 


At the same time, J. Walter Bagnall, 
Swank executive vice president, an- 
nounced the appointment of Leo G. 
Mueller as leather production manager. 


“We feel that the market for nation- 
ally advertised products of proven 
quality at reasonable prices will continue 
to expand,” said Mr. Bagnall, “and there- 
fore that bringing Criterion into the 
Swank family and identifying all of its 
operations and products with the name 
of Swank is a move in step with the 
times.” 
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Big Campaign Will Feature 
Bulova "Excellency" Watches 


The Bulova Watch Co. is about to em- 
bark upon what is claimed to be the 
largest campaign ever employed in the 
promotion of a series of watches. It will 
advertise the new “Her Excellency” 
watch, which will be released to jewelers 
throughout the country on May 7, as a 
companion series to “His Excellency,” 
the men’s line which was released by 
Bulova a short time ago. 

The entire “Excellency” series, both 
men’s and women’s, is 21 jeweled, with 
some numbers being cased in karat gold, 
while others are gold filled, Both grades 
are available in natural, white and pink. 
Over 200 radio stations will be used in 
the campaign, along with 16 full-page 
rotogravure newspaper ads and eight of 
the most important consumer magazines. 





Two New Floor Cases by Rolfs 
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The new Rolfs merchandises are designed 
to make it easy for the customer to see 
and select the desired item. 


Two new fluorescent-lighted floor case 
merchandisers have been announced by 
Rolfs, West Bend, Wis, 

Both units feature a “Self-selling Se- 
lector” panel which has been tested for 
sales producing effectiveness over the 
past 30 months. This “Selector” across 
the tep inside portion of each case is 
mounted with individual model num- 
bers showing price ranges thus en- 
abling the customer to make his or her 
choice without clerk assistance. Stock 
trays (eight of them) in the case are 
keyed with same model identification to 
make for ease in selling. 

A complete balanced assortment of 
key cases, billfolds, pocket secretaries, 
automatic travel kits, and matched sets 
for both men and women is included in 
both. The merchandisers are glassed on 
three sides and the top, which slopes 
downward to give high visibility. 

Year ’round colorful full page adver- 
tising, currently appearing in several 
leading magazines is keeping Rolfs’ 
leather goods before the public through- 
out the year. Advertisements already 
scheduled include the fall issues and em- 
phasize the dual “For Him” and “For 
Her” gift theme. 











Unique "Tip Toe" Feature Makes 
New Yale & Towne Iron Versatile 





Hinged toe plate of new Yale & Towne iron 
makes ironing hard-to-get-at places easy, 


“Yale,” a trade name used interna- 
tionally to identify the locks, builders’ 
hardware and industrial equipment man- 
ufactured by the 79-year old Yale & 
Towne Mfg. Co., has now made its ap- 
pearance on a consumer product with 
the introduction of the “Tip Toe” auto- 
matic electric iron, the first of a line 
of home electric appliances to be pro- 
duced at the company’s new Buffalo 
plant, 

The new iron has a hinged sole plate 
which is said to make it virtually two 
irons in one. The toe part of the sole 
plate, functioning as a tiny doll-sized 
iron, enables housewives to iron with 
ease such difficult-to-get-at places as 
ruffles, smocking, pleats, gathers, yokes 
and small sleeves, while used as a unit, 
the iron operates the same as any other. 
This dual sole plate feature is covered 
by a basic patent. 

The total sole plate of the iron is more 
than 29 square inches, making it one of 
the largest in use. Each of the sole 
plates has its own cast-in tubular heat- 
ing element. 

Distribution of the iron will be 
through a limited number of selected 
wholesalers and will be aided by a na- 
tionwide organization of specially 
trained young women who will educate 
retail salespeople, set up local merchan- 
dising programs for retail dealers, and 
personally demonstrate the iron where 
store traffic warrants. 

To support the retail sales of the iron, 
Yale & Towne will advertise the prod- 
uct in the national trade and consumer 
press, and through cooperative adver- 
tising with retailers, in local papers in 
all markets. Display material for re- 
tailers’ windows and interiors, and & 
new demonstrating device will also be 
provided. 

“On the basis of sales in test mar- 
kets,” says A. B. Cassedy, Director of 
Appliance Sales, “we are confident that 
the Yale & Towne Tip Toe iron will soon 
be one of the national leaders in the 
home appliance field,” 
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THE ANSWER IS BETTER SELLING 


One oF THE problems that seems to be engaging thie 
attention of retail jewelers these days, judging by the 
discussions at various recent state conventions, is the 
matter of door-to-door selling of silverware by crews 
of itinerant canvassers. 

One school of thought holds that the way to combat 
this situation is to try to bring pressure upon the manu- 
facturers who make this merchandise under contract for 
these canvassing outfits under the latter's brand name 
and in their private patterns. 

This is a natural reaction, but we don't believe it 
is the most effective one. In our opinion, the only way 
this problem can be licked, is for the jeweler to do so 
much better a selling job that these canvassing crews 
won’t find enough business left to make it worth their 
while. 

It can be done. Here and there, enterprising jewelers 
have beaten these people at their own game by putting 
out their own outside salesmen and getting for them- 
selves this business that would otherwise go to the 
itinerant peddler. The local jeweler who is known and 
respected in his community, has a tremendous advantage 
in such competition, because of the very fact that he is 
known; whereas the representative of some unheard of 
house, must overcome the handicap of being to the 
housewife upon whom he calls, a complete stranger 
representing an unknown house, who, as far as she 
knows, may or may not be reliable. 

The door-to-door selling organizations have no corner 
on brains or sales talent. The jeweler can get just as 
competent people, and with their added advantage of 
representing a known local establishment, there is no 
reason why they can’t outsell the outsider. 

The whole problem resolves itself into a question of 
selling. If outside organizations can come into a town, 
and find business that the jeweler hasn’t even scratched, 
they're going to keep right on getting goods and selling 
them, regardless of all the resolutions passed by all 
the conventions from now till Kingdom Come. But if 
the jeweler is on his toes, does a thorough selling job 
and makes the most of every one of his natural advan- 
tages, the itinerant canvasser will quickly disappear 
because there'll no longer be any profit in it for him. 


FACTS ARE NEEDED 


In TuIs Day of changing conditions, with its emphasis 
upon the need for better selling, accurate up-to-date 
information and statistics on markets is essential. Care- 
ful and intelligent planning for business is possible only 
if reliable data are available as to the facts upon which 
that planning must be based. 

For that reason, business—and particularly the jew- 
elry business, which is notably lacking in statistical 
information—is or should be vitally concerned in the 
proposed census of business which is provided for in 
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two bills now before Congress—-H.R. 1821 in the House 
of Representatives, and S.554 in the Senate. 

The last previous business census was made in 1939, 
since when the picture has completely altered in every 
respect. Statistics of two years before the war are 
completely meaningless today and a new up-to-date 
census which will accurately reflect today’s situation 
is badly needed. 

The cost of making it is negligible, as Government 
appropriations go, and the value that the whole national 
economy would derive from it would repay its modest 
cost many times over. 

Even with an economy-minded Congress, determined 
to slash every budget to the bone, this business census 
belongs on the list of “must’’ legislation, and we urge 
every reader to write his Congressman and Senator in 
support of the above bills. 


REPUTATION AT STAKE 


THE CHEATING By certain unscrupulous manufactur- 
ers on the quality of their gold filled and rolled gold 
plate jewelry is fast reaching a point where it is be- 
coming a national trade scandal. 

We use the word cheating advisedly, for the discrep- 
ancy between the quality mark on some of these goods 
and the quality which they actually as%ay is too great 
to be explained by anything but deliberate dishonesty. 

For example, Canadian customs authorities, in test- 
ing items taken at random from shipments going into 
Canada, have found them to assay as much as 45 per 
cent below the quality mark stamped upon them. A 
difference of five or ten per per cent could easily be 
attributed to variations and errors in manufacturing 
processes, but when an article is little more than half 
the quality it is supposed to be, the difference is no 
mere mistake. 

Manufacturers who are guilty of such practices are 
injuring the whole jewelry business, and it behooves 
every honest manufacturer, wholesaler and retailer to 
do his utmost to help stamp out the practice. 

Whenever goods are encountered that are suspected 
of being sub-standard, a sample item, together with the 
name and address of the firm offering them for sale, 
should be submitted immediately to the Jewelers Vigi- 
lance Committee for appropriate action, including prose- 
cution and penalties if necessary. 

No jeweler can afford to risk his reputation by sell- 
ing goods that do not measure up to their supposed 
standard, and the quickest, surest way to stamp out 
this menace is by prompt and vigorous action at every 
opportunity against every offender. 
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